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“Main Street” Fighting It Out 
With “Fringe” Stores 


Successful Retail Institutions, Generally Speaking, Are Those on Prin- 
cipal Thoroughfares or Those Using Main Street Methods 
In Neighborhood Centers 


HAT retail business 
is being concen- 
trated on Main 
Street, whether 
Main Street be 
called Euclid Ave- 
nue, Canal Street, 
Broad Street, Six- 
teenth Street, 
Woodward Ave- 
nue, or what not, 

: is shown by a re- 

cent survey. The one exception to 

that statement is the good high class 
suburban stores that are attracting 
customers by their Main Street 
methods. People are buying more 
and more in those stores that give 
style and service. The “fringe” 
store, whose only appeal is that of 
price, is rapidly realizing that this 
appeal does not bring in the trade. 
Many stores of this type refuse to 
recognize this fact, so are standing 
around with their tongues hanging 
out, cussing business in general. The 
fault is not with business, it is with 
the business methods of these stores. 

The buying habits of the people have 

changed, and these stores have not 

changed in accordance with the 
times. 
A few years ago, people who had 





only a limited amount of money to 
spend would go to the cheaper stores, 
often paying a good price for in- 
ferior merchandise. Style appeal 
forced these buyers~to at least win- 
dow shop on Main Street. Shoe and 
department stores in the larger 
cities sensed this change long ago, so 
met the cheaper price demand 
through bargain basements. These 
departments as a rule give courteous 


-service, while the reputation of the 


store insures good values and fair 
adjustments of complaints. 

One store in Denver found by 
charting its deliveries, that there 
was a certain section of the city that 
they were not selling in at all. Sev- 
eral specially keyed newspaper ads 
were directed at this zone, but with 
no appreciable response. As a last 
resort, the ‘district was covered with 
handbills. That brought the re- 
sults, for it was the type of adver- 
tising to which these people were ac- 
customed. 

Another lesson from Denver which 
is applicabie almost everywhere else: 

Qn Sixteenth Street one may buy 
any type and grade of shoes from 
$1.95 to $35.00. The lesser priced 
shoes, of course, are sold in the base- 
ment departments, but in clean 


wholesome places, by intelligent, 
courteous sales persons. Why should 
one go to the side street stores when 
they can buy newer styles at reason- 
able prices under more cheerful sur- 
roundings? 

The smaller cities are playing the 
same game, too, with marked suc- 
cess. It has been found that in towns 
from 10,000 to 30,000 population 
these is usually business enough to 
support one basement in a regular 
shoe store. Of course this can be 
overdone like anything else, but one 
such department in a city of the 
above mentioned size will generally 
pay good returns. 

To cite two specific incidences. 

Jay A. Wiggin, of Casper, Wyo., 
has had his bargain basement in op- 
eration for four years and is most 
enthusiastic over its success, while 
at the Trufit Shoe Co., in Cheyenne, 
Mr. Carlson has only been running 
his for a few months. He too, is 
equally certain that he took the 
right step. 

Casper is a good live town near the 
oil fields. In fact Teapot Dome is 
only a few miles north. With its 
population of 25,000 it has more than 
the usual number of good stores and 
hotels. Now that it has got over 
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the bumps of its boom and has 
settled down to grow steadily, con- 
ditions there are pretty fair. 


N designing the entrance for his 

basement, Mr. Wiggin felt that a 
stairway leading directly from the 
street would be better, so his base- 
ment has no inside connection with 
the main store. The basement 
scheme was forced on him for the 
landlord jumped the rent to more 
than the street floor would stand. 
With the idea of utilizing every 
available inch in selling to meet ex- 
penses, the lower floor was re- 
modelled to bring in an added 
revenue. It sure did, even from the 
start, as the first day’s business was 
$1,300. 

A merchant who has had four 
years of experience is bound to have 
some definite concrete ideas, so here 
is what Mr. Wiggin has to say: 

“A basement department to be 









organization. 
selling the better grades are usually 
lost when selling the lesser priced 
ones, and the reverse is equally true. 
I believe that basements must give 
values, must fit feet and give a rea- 
sonable amount of service as well. 
The $3.95 that a woman spends down 
stairs is as important to her as the 
$13.00 that her more fortunate 
neighbor spends upstairs. 

“The arrangement of a depart- 
ment is of the utmost importance. 
Merchandise must be displayed to 
be sold. Customers like to look 
around first. When they are 
browsing about it is not good policy 
to crowd them, but after they sit 
down they will stay until sold. Sec- 
tions that are U-shaped allow the 
display of more shoes than the 
straight away racks. We have found 
that it pays to arrange shoes by 
prices, having all $4.98 shoes on one 





successful must have a real selling 
People trained to 








August 21, 1926 





rack, $5.98 on another, and so on, 
with good plain signs giving the 
prices. Junk will not sell here any 
more than it will anywhere else, so 
it is a good idea to make the odd 
lots look attractive. Then we have 
found it good business to have plenty 
of noisy, fussy, good fitting shoes 
for the Saturday crowds. 


** A&A T the foot of the stairs on a six- 

foot table we keep one pair of 
every kind of $4.98 and $5.98 shoes. 
Right across from this table are two 
.three foot racks of felt slippers that 
will sell 2000 pairs every twelve 
months. Around the walls are racks 
five tiers high where the shoes are 
shown. It is massed display that 
sells shoes in a basement. For the 
most part, I keep out of the base- 
ment playing with the fussy ones 
upstairs. It is remarkable to note 
that the woman who is extremely 
[CONTINUED ON PAGE 52] 








HE back yard of most shoe © 
stores does not offer very much 
in the way of scenic beauty. But in 
San Luis Obispo, Cal., the back yard 
of Adriance’s Bootery is a thing of ¥ 


beauty and a joy forever. 


Mr. Adriance is another idealist 
who have proved that the fines things 
of life, properly mixed with busi- 
This shoe mer- 


ness, bring success. 
chant has had the 
originality and 
daring to do things 
a bit differently. His 
store, his office, his 
entire establishment 
reflects the spirit of 
the man. But it is of 
that back yard that 
the field editor wants 
to speak. 

When one walks the 
length of the big 
store and emerges at 
the back door he steps into a beau- 
tiful park and playground. Grace- 
ful palms, flowering plants, neat 
graveled walks, swing seats, roses, 
singing birds, and nature’s choicest 
gifts confront the eye. The park 
covers several hundred square feet 
and slopes back to the river beyond. 
On hot days it is an ideal place to 
bide a wee and rest in the shade of 
the palms. 

Mr. Adriance has an office that re- 
minds one of a library or study in 





Using Scenery to Sell Shoes 


On the walls are pictures 


a home. 
and on the big glass topped desk a 
vase of flowers. As some one has put 
it, a man’s office is the place where 
he spends the most of his waking 


hours—why should it not be a 
pleasant place? 

Patrons of this unusual store have 
many other conveniences. At the 
left of the front entrance is a small 
dressing room where the ladies may 
retire to utmost privacy to adjust 
their hair, to powder the nose or to 

















‘4 Playground in the rear 
of Adriance’s Bootery, 
San Luis Obispo, Cali- 


rest and be quiet. 
Along the walls near 
the entrance are com- 
fortable wicker chairs 
and settees where 
friends may drop 
down on cozy 
cushions to chat. This 
atmosphere of homi- 
ness is apparent 
throughout the store. 
No wonder it is a 
favorite place for the 
fair sex of the little 
city in the hills. And, 
it is just as attractive 
to the male. This is 
attested by the 
patronage of the men. 
The editor congratu- 
lates the city and the 





fornia shoe man. Both are 
worthy of high 
praise. 


Does Big Trade in Porto Rico 


HAVERHILL—The Greenstein Shoe 
Co., this city, is one of the busiest 
in the local industry and is getting 
out large orders for the Porto Rican 
trade. The firm makes women’s 
McKay shoes and has built up an 
extensive market for its lines. The 
Porto Rican business is offering an 
important outlet for this firm’s 
shoes. 
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The Inquiry: 

Is there any reason, from your 
point of view, why the original 
markup on men’s shoes should be 
lower than that on women’s shoes? 
More specifically, have you come 
to any conclusion as to what stores 
doing five million or more, located 
in large Eastern cities, should get 
for—a: Original markup; b: Main- 
tained markup, on these shoes? 


The Answer: 


T is difficult to comply with the 
| Es for statistics based on 

records in stores doing a volume 
of five million dollars. The inquirer 
probably does not mean a volume of 
five millions in shoes alone but in 
the total volume of the store busi- 
ness. No store, either department 
store or specialty shoe store, is gen- 
erally credited with having such a 
big volume of shoe business. What 
appears in this report, therefore, 
comes chiefly from personal ex- 
perience and from study of data in 
several stores, most of them smaller 
than department stores with a five 
million dollar business. 

There appear to be good reasons 
for believing that the mark- 
up on men’s shoes may wisely 
be made lower than the mark- 
up on women’s shoes. For 
example, compare the buying 
habits or peculiarities of the 
two sexes, 

It is a view widely ex- 
pressed by department store 
executives that it is more 
difficult to get men than wo- 
men to come into the store. 
Their belief is that markup on 
men’s merchandise, therefore, 
should be kept lower than on 
women’s, in the hope that 
prospective men customers 
may be persuaded to come and 
buy through subjecting them 
to the influence of more 
moderate pricing and greater 
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TELL- U-HOW 


A Boot and Shoe Recorder Department 
in which will be found the solution of 
merchandising problems submitted by 
merchants to O. K. Johnson, Associate 


Editor of Merchandising Practice 


Another phase of the problem of 
getting folks into the store is the 
theory that women respond better to 
advertising than men do, and that 
advertising of women’s shoes is con- 
sequently more effective and profit- 
able than men’s shee advertising. 
The result is that women’s shoes do 
receive a larger proportion of ad- 
vertising in many stores, and should 
therefore be charged with a propor- 
tionately larger part of advertising 
expense. 


UCH details of merchandise as 
character of shoe materials and 
shoe-making craftsmanship are re- 
garded as of more value by women 
than by men. Hence men are inclined 
to buy footwear in a little lower grade 
or price class than women. It is prob- 
able that, in a store where a ten- 
dollar shoe is the biggest selling 
grade for women, the biggest selling 
grade for men will be at a price ap- 
proximating eight and a half dollars. 
A smaller markup is put on men’s 
shoes to bring about this price dif- 
ference while winning masculine 
approval of quality and value. 
With women the thought of dress 
is often primary; with men, it is gen- 


In general, Mr. Johnson concludes that the 
mark-up on men’s shoes may safely be made 
lower than that on women’s. This, he finds, is 
common trade practice, based on several fac- 
tors, the two most potent of which are the rela- 
tive stability of men’s styles and the lower cost 
of selling at retail—the consequence, largely, 
of men’s buying habits and the relative ease 
with which a male clientele, once established, 
can be held. 
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erally secondary. This is why wo- 
men will pay more for something 
that pleases them than men will. To 
attract, please and satisfy women, 
style changes occur more frequently 
in women’s shoes and a larger as- 
sortment of styles is required than 
for men, hence a larger stock and a 
larger investment. Again, this means 
a higher expense in the women’s de- 
partment and a higher markup on 
women’s shoes. 

Men, too, like a degree of style in 
their shoes and buy a shoe because 
of its good appearance. They also 
insist that a shoe look as though it 
will serve them well for a reasonable 
period of wear, the chief require- 
ment being that it keep going with 
them and give them no trouble. 
Serviceability has a higher value 
rating with men than with women. 
And serviceability costs less than 
style. 


OMEN frequently buy shoes in 
advance of their need, take 
more time in selection, may shop 
around a bit. But men often delay 
buying footwear until their shoes are 
shabby and no longer serviceable; 
they buy to meet their immediate 
need; they are inclined to 
stick by the shoe store that 
has sold them satisfactory 
shoes; they buy more quickly. 
Service in the men’s depart- 
ment is more economical to 
the merchant, less expensive, 
than in the women’s depart- 
ment. Less time and work 
are involved in effecting a 
transaction so that, in the 
matter of selling expense 
alone, salaries and wages in 
the men’s department run 
lower than in the women’s 
department, often as much as 
forty per cent lower. 
Whether or not, in all these 
matters, shoemen are entirely 
right in their convictions, 
these ideas are widely ac- 
cepted. It is believed very 





values. 
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generally that all these conditions 
in the merchandising of men’s 
shoes make for a _ reduced ex- 
pense rate. And it is without ques- 
tion true, whether for the above 
reasons or for others unmentioned 
or unknown, that in large success- 
ful stores selling shoes to all mem- 
bers of the family, it costs less to 
operate the men’s business than the 
women’s, and hence the stores can 
afford to do it on a smaller markup. 

Shoemen are in practically com- 
plete agreement on the opinion that 
markdowns on men’s shoes are ap- 
preciably less than on women’s. 
There are very practical reasons 
why this is so. A smaller stock of 
footwear is carried in the men’s de- 
partment; the variety of styles is 
less; styles change less frequently 
and suddenly; fewer buying mis- 
takes are made because of errors of 
style judgment; smaller lots are 
purchased at shorter intervals; 
range of sizes and widths is shorter; 
styles sell down to a smaller num- 
ber of pairs or regular prices and 
hence fewer men’s shoes require a 
price reduction for clearance. 

Most published figures on the re- 
tail shoe business deal with the 
records of specialty shoe stores 


ssQ'ELLING shoe _ trees 

seems to be a lost or 
neglected art in lots of 
shoe stores,” observed the 
manager of the Regal Shoe 
Co., in Seattle, W. A. Morrow. 
“That, however, is where we 
shine. It is not only a cinch 
to sell them, but customers 
appreciate trees being 
brought to their attention. 
Each of the three of us in 
this store easily sells five 
pairs a day. I have found the 
most successful way of 
getting customer interest, is 
to remark, after the shoe sale 
has been made: ‘I notice that you 
have not been using shoe trees, as 
the vamps of your old shoes show 
stains and creases that would not be 
there were trees used regularly. A 
ventilated shoe tree allows the air 
to get to the damp linings and inner- 
soles, thus drying them out and pre- 
serving the shape of the shoes at the 
same time. There is nothing to get 
out of order, and the trees will last 
you a lifetime. It is very obvious 
that your shoes will look better and 
also will wear better if these trees 
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rather than with shoe departments 
in department stores. But the de- 
partment store executive may accept 
with the fullest confidence the 
authoritative published statistics of 
the shoe trade as a guide to careful 
management and efficient shoe mer- 
chandising. This is notably true of 
the figures published by the Harvard 
Bureau of Business Research and by 
the National Shoe Retailers’ Associa- 
tion. 

When the department store execu- 
tive uses these figures, the following 
points, among others, are to be re- 
membered: 


OMPARING business in the shoe 
department of the department 
store with business in the specialty 
shoe store—While some of the im- 
portant items of expense are about 
the same, such as rent, salaries and 
wages, advertising and some others, 
the total expense is a little higher, 
except in comparison with shoe stores 
selling footwear of the very highest 
character. Stock turnover is about the 
same as in shoe stores of the highest 
class, but less than in shoe stores 
selling medium and lower price 
merchandise. Gross margins are a lit- 
tle greater. Net profit is a little lower. 


Showing a shoe tree demonstration by Mr. Morrow. 
It is demonstrations such as this which have en- 


abled him to sell accessories with shoes 


are put in your shoes each night.’ 

“I was under the impression at 
first that only oxford customers were 
prospects for trees, but have found 
that men buy them just as readily to 
use in high shoes, black or tan, calf 
or kid.” 

Then he told how he had boosted 
the hosiery sales. The idea of 
using a letter file clip with a com- 
plete assortment of patterns at one 
price, was introduced. These clips 
hang up on the wall, ready for 
instant use after the shoe and shoe 
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The figures will be interpreted and 
applied in the light of another 
truth, also—that as the volume of 
business greatly increases, percen- 
tage figures are likely to go up al- 
most all along the line. As a big 
merchant sees his business growing 
larger and larger, he must take into 
consideration the fact that his ex- 
pense and gross margin percentages 
are both bound to go up. But he 
will find it encouraging to think 
that skillful management will in- 
crease turnover and net profits. And 
as turnover goes up, the expense per- 
centage may go down, and it may be 
found possible to.do business on a 
little smaller margin, the profits 
going up at the same time. 

In management, there will be a 
constant effort— 

1—To keep prices as high as possi- 
ble within the limits set by honest 
values and by competition. 

2—To keep expenses down as 
much as possible, while maintaining 
the store’s standard of quality in 
merchandise and service. 

This is a good formula to accept 
as a rule of procedure: Keep the 
markup down and the turnover up, 
and the net profits will take care of 

[CONTINUED ON PAGE 52] 


Selling Shoe Trees Made Easy 


tree sales have been com- 
pleted. Up to six months ago, 
stockings were shown and 
prices quoted, a pair at a 


time. By quoting prices by 
the box, or six pair lots, sales 
have jumped four times what 
they were previously. At least 
50 per cent of men customers 
will buy six pairs; 25 per 
cent, three pairs; and 25 per 
cent, one pair. Get this, no 
special price inducement is 
offered if the customers buy 
either three or six pairs. It 
is just the quoting of box 
prices that makes the buyer 
think of purchasing more than one 
pair at a time. 

When a man is buying, say a light 
tan oxford, and is shown the clip 
with a dozen different sox patterns, 
he often selects six attractive pairs 
that appeal to him. Customers are 
never made to feel uncomfortable if 
they do not. buy trees, stockings or 
dressing. If, during the introduc- 
tion of these extras, the customer 
shows any signs of not being in- 
terested, the talk is immediately 
ended. 
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Knowledge of Psychology Helps 


You Should Know Their Minds as Well as Their Feet 


By Uncle Dudley 


OU must not think that your 

De! Y Uncle Dudley is getting high 

browed in his old days when 
| he advises you to study 
psychology. It is one of the 
best parts of a salesperson’s equipment. 
Call it by any other name you wish but 
the fact remains. Someone _ said: 
“Psychology is only common sense with 
a business education.” That’s_ true. 
It’s simply a study of human nature. But 
a good book will help a fellow to under- 
stand it quickly and grasp all its curves 
more easily. So, I advise all youngsters 
to get a good book on psychology and study 
it carefully. It will help you a lot in your 
contact with the public. 

You know that we have two elements 
entering into a sale of shoes—feet: and 
minds. We have to fit their feet and their 
heads. If we have a better understand- 
ing of what is going on behind their eye 
brows we have a better chance to sell 


them. 
* * ok 


VERY keen student of human nature 
knows that people betray their 
thoughts by their actions, language, man- 
nerisms. If you watch your next customer 
carefully you will find that he, or she, has 
some peculiarity of manner. Nine out of 
ten “give themselves away.” Some of 


them are uppish and seem to feel that be- 
ing a patron of a store gives them a right 
to lord it over us a little bit. Others are 
apt to be snappish and-ill tempered. 
Every one of them has some peculiarity. 
Study them. Learn them as you would 
your stock. 

One of my customers likes to be called 
“Madame.” It gives her quite a thrill. 
She thinks she is a little different from the 
common herd. Any man who addresses 
her as “Lady” would get a frozen look. 
It would be very bad to call her “‘Missus.” 
So I always say “Mah Dahm” when I ad- 
dress her. Not “Maddum.” That’s ter- 
rible. If you use the word always accent 
the last part. 


NCE I took a trip. The porter who 
carried my grip into the Pullman 
called me “Captain.” Later when I gave 
him a tip for some little service he pro- 
moted me to “Colonel.” At the end of the 
journey when I slipped him a case note-he 
bowed to the ground and called me “Gen- 
eral.” That was too much. He over- 
played his hand. Don’t you do anything 
like that. Find out what they like and 
feed them a lot of it—carefully. 
The best title ever given me was “foot 
fitter.” It’s good enough, too. 
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THE RECORDER CREED: Getting 
More Shoes Sold Right; not only “more” 
but “right”; sold for the right purpose, 
to the right wearer, in the right fitting, 
for the right price, at the right profit. 
This is the great problem of the retail 
shoe merchants. The chief purpose of 
“The Boot and Shoe Recorder” is to help 
solve it; for this is the basic problem 
upon which depends the progress of the 
entire allied industries relating to shoes 
= leather, their production and distri- 

ution. 








Clear as You Go—Don’t 
Accumulate 


IRCUS methods came into the shoe trade in 
the summer season now drawing to a close. 
Some well-known stores have not limited their 
clearance periods to a week or a fortnight, but have 
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dragged them on for a full three months with every 
sort of sales argument from “clean-up” to “mop- 

p.” 

In one big metropolitan city you will see a store 
bearing a clearance sign ten months in the year, 
but it is over in the corner and it applies to only 
a few men’s shoes as shown. That store has learned 
that men are greater bargain hunters than women; 
also, that men who are that way inclined make it 
a point to walk by that window for opportunities 
to pick up shoes at a price. 

This entire clearance situation needs real con- 
sideration. Some of the most successful stores in 
this country have gone right through the summer 
period without a clearance sale. They have made 
profits on regular goods at regular prices. To 
clear certain shoes they have depended on the sug- 
gestions of the clerk to the customer at the fitting 
stool on some one shoe in that customer’s size that 
could be bought at a little advantage in price. That 
has been their method of “clearing as you go.” 

Harry B. Isaacs of Harry’s Shoe Store, New 
Haven, Conn., who sells men’s fine shoes, is very 
emphatically against destructive clearances. He 
tells us: 

“The idea of no sales during July and August 
is the biggest constructive idea in the retail shoe 
business that the trade has ever had brought to its 
attention. From every angle it will make better 
merchants, it will add prestige to every establish- 
ment, and after all, why should we not have one 
price to everybody, regardless of when they make 
their purchase. It certainly will curtail slipshod 
buying, it will eventually enliven the slacker who 
waits for the lower price at the expense of the re- 
tailer. 

“It is worthy of cooperation from every angle. 
To nationally adopt it is to stop a great many em- 
barrassing questions among consumers as regards 
profits.” 

Other merchandising trades are endeavoring to 
make ‘their clearances weekly. The clearance is 
used as an instrument to bring customers into the 
stores in the slack time of the day. For example, 
the most successful clearance feature in the coun- 
try is the “Twice-a-week” special, on Monday 
morning and Thursday morning. These are the 
periods of the week that show the greatest inactiv- 
ity in sales. Any short accumulation of styles is 
advertised for special sale on Monday morning or 
Thursday morning. In some communities the whole 
day is taken, but that’s a matter of local selection. 

The shoe has a greater selling value if cleared 
in season, because the stock is short of sizes. To 
hold the shoes for two months, and then selling in 
mid-summer or mid-winter, is one of the greatest 
errors made in merchandising. Why not try this 
twice-a-week plan? 

So successful has this twice-a-week plan proved 
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itself that many of the smaller cities have taken it 
up. It can be done in any city or town where the 
merchants are on speaking terms. 

The RECORDER respectfully suggests this as a good 
plan to obviate the clearance sale at a stated time. 
Does it create a bargain hunting atmosphere and 
cause women to wait for the Monday and Thurs- 
day sales? Hardly. You see they never know just 
what is going to be offered in the sales. It’s a 
game with many of them. They know there will 
be a special sale on Monday, but they cannot guess 
what will be offered. How different from the cut- 
and-dried July and January sales! Every woman 
in the land knew that on July 1 she would be 
offered shoes in a shoe store, hats in a hat store, 
and dresses in a dress store. She won by waiting. 

Try it, brethern. It may not cure the disease 
the first dose, but it will relieve the pain. 


Men’s Weights for Each Season 


LOT of “brute” shoes will be sold this fall. 

Not so long ago factories had to make up 
men’s shoes with geography in mind; the South 
wanted shoes that were light; the West shoes that 
were heavy, and the East took the mediums. A 
sample line was made up with each division in 
mind. 

Now M. M. Nankin of Miami, Fla., tells us that 
in his State “young fellows never kick about how 
heavy the shoe is. They want something snappy, 
full of pep and lots of style, and they are the ones 
that buy more pairs than any other class. There is 
not much nourishment in shoes for business or pro- 
fessional men’s wear.” 

Whether it is a twist of weather or pure cussed- 
ness on the part of many young men the country 
over this mid-summer, we do not know, but the 
fact remains that heavyweights, double soles, Na- 
poleon taps, sold to young men in almost every sec- 
tion of the country. Perhaps it was the fight be- 
tween youth and middle age. The youth listened 
to summer weight, but mistook it as a message for 
the man above forty. 

Just now the interest in custom toes has caused 
many a young man to look 
into shoe store windows 
for medium weight shoes. 


comfortable, even though 
they looked “doggy.” Per- 
haps the interest in me- 
dium weights on custom toe 
lasts is developing a four- 
season cycle of style in 
men’s shoes, with the me- 
dium weight shoe taking its 


| SCHOOL 
He had his “little shoe re- 
bellion” and found that the 
heavyweights weren’t as 
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true position as a fall seller. Perhaps we can de- 
velop four-pair demand—fall-winter-spring- sum- 
mer. 

With the oxford universally worn, rest assured 
that the heavies will be needed by mid-winter, but 
now is the time for medium weights for men, 
young and old. 


Obligation to the Future 


S it the smell of leather that brings a man back 
to the shoe game? It has been surprising the 
last three months to note the number of men that 
have swung back into the shoe business. They 
tried something else such as selling land, or auto- 
mobiles, but find that their real love is the shoe 
game. Some of them confess that they can make 
more money in other businesses, but they don’t 
feel happy. 

A veteran shoe man of the Pacifie Coast writes: 
“The balance of my life will be devoted to an at- 
tempt to do all I can for the shoe business. I feel 
that a man is obligated to his profession, and so I 
am devoting a lot of my time to visiting other mer- 
chants and helping them solve their problems. 
Perhaps my success will help them to succeed.” 

We have long hoped that some one member of 
the craft, plentifully possessed, would consider as 
a memorial for all times, the development of some 
such service as that rendered by the Cordwainer’s 
Technical College of London. This college was in- 
corporated in 1914, picking up the work founded 
in 1899. It is a real school for practical people 
employed in the trade. The list of annual prizes 
awarded by prominent Englishmen fills three pages 
of the Prospectus. Several of them are bequests 
in memory of veteran shoe men. There are trade 
scholarships and every feature of college curricu- 
lum extending from Sept. 2 to July 21. 

The college is not limited to a single class room, 
but occupies an imposing building on St. John’s 
Lane, and the course of instruction covers lectures, 
class lessons and shop work practice. It is one of 
the most progressive efforts to carry on experience 
for the benefit of coming-generations of shoe and 
leather men. 

Some one should start 
such a Foundation that 
could be carried on by the 
philanthropy of men who 
have learned in the school 
of experience. Today many 
a shoe man makes a will 
containing bequests to clas- 
sical colleges whereas simi- 
lar thoughtfulness might be 
twice as effective in the de- 
velopment of the American 
shoe trade. 


Yes sir! 


SOUNDS TO 
ME LIKE THE 
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Straps and Tie Patterns Lead 
in St. Louis Market 


An Analysis of Fashion Pageant Footwear 


NCE more the management of 
(je: St. Louis Fashion Pageant, 

which opened Aug. 3 and ter- 
minated Aug. 20, has demonstrated 
that a fashion display which is 
frankly commercial can be presented 
in a manner entertaining and at 
times really beautiful and brilliant. 
Colors spilled on the stage in such 
profusion that it seemed as if some- 
one had been breaking up a rainbow 
with a hammer and tossing chunks 
.of it under the lights. There were 
three promenades of fashion with an 
interlude of vaudeville and pageantry 
between each display. 
’ It will be well to review briefly 
some of the garments and millinery 
so that a full conception of the entire 
style ensemble may be considered 
when footwear is discussed. 

First, skirts are as short or shorter 
than ever. Waistlines are creeping 
up a little. Two piece suits prevailed 
‘among street models, though there 
were some separate frocks shown to 
be worn beneath smart fur coats. 

It appears that it will be a season 
of sheen and glitter. Metal cloths 
and lacquered leathers are used to 
touch up cloth suits. Black satin is 
shown profusely in dresses. Hats 
are getting away from the cloche. 
Small hats often are brimless. There 
were many medium-sized ones with 
the more popular wide drooping 
types. 

The shoes exhibited by the St. 
Louis shoe manufacturers, many of 
which are pictured here, were the 
finest yet seen. Footwear was singled 
out by the thousands of merchants 
attending the performance each 
night as a contributing factor of no 
small import, as adding that touch 
of beauty which makes the pageant 
a superb style spectacle. 

There were displayed each night 
approximately 90 pairs of shoes. In 
materials, patent leather led the field 
with 39 per cent of the showing, kid 
28 per cent, reptile, 15, black satin, 
15 and suede, 3. These are the per- 
centages taken from an actual tabu- 
lation made of the shoes in the show. 

Sixty-five per cent of the patent 
leather shoes shown were trimmed; 














reptile trimming having the pref- 
erence over all other materials. The 
colors were in the brown field with 
a few resorting to red tones for con- 
trast. Copper and maroon patent 
were introduced with beautiful, tasty 
éffects. Maroon patent scored well. 
Not only was it well received but a 
few of the most attractive shoes in 
the show were designed from this 
material. These patterns were trim- 
med in red or gray kid and sparkled 
best when used with gold reptile. 

Copper patent and _ iridescent 
patent each were represented by a 
few pairs. Plain patent leather 
shoes represent 35 per cent. 

The blond family, with a definite 
leaning toward the brown shades, 
swept the kid field to an unchallenged 
first place. It was used in 28 per 
cent of all shoes shown. A few 
pairs of gray and red kid were 
seen. The new note sounded which 
had the appearance of being an ac- 
cepted trend was blue kid of a dark 
shade. The color was beautiful and 
without the slightest effect of being 
a freak style. Trimmed in gold or 
gray kid it adds a distinctive color 
to the kid trend for fall. 

Reptile trimmings were used on 
most of the kid shoes, with an har- 
monious rather than a contrasting 
effect. This also applied when kid 
trimmings were used. Tan and rose 
beige were as popular as a dark 
shade of blond. Fifteen per cent of 
the shoes were black satin. No 
trimmings accompanied the shoe but 
here and there pipings of silver and 
gray kid were used. 

Reptile in all-over effects shared 
honors with black satin in the dis- 
play, also having a 15 per cent rep- 
resentation. The trimmings on the 
reptile footwear were for the most 
part in a different tone of reptile, 
with amber alligator making a 
strong bid for first honors. 

Suede as a material was poorly 
represented. It was seen in less than 
3 per cent of the footwear shown, 
brown and gray being the preferred 
tones. There was a sparse showing 
of velvet and an occasional colored 
satin, but these were used to com- 
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plete a costume effect. A _ velvet 
spotted leopard effect looked attrac- 
tive. 

Silver kid for evening wear still 
remains the choice of manufacturers. 
Some brocaded silver and paisley 
cloths were used. A basket weave 
silver cloth was a distinctive style. 
Another style was a gold kid with 
an under-lay of dark blue velvet. A 
material frequently seen was an em- 
bossed leather with various patterns 
carried in the material. The color 
usually ran to a blue green and gold 
combination, giving it a rather 
transluscent appearance. In some 
styles it was embossed in snake skin 
design with telling effect. 

Ties and one-strap patterns were 
equally popular, each with an aver- 
age of 40 per cent. Pumps were 
third with the remaining 20. Tie 
oxford effects run anywhere from 
two to five eye-lets. There are cut- 
outs to be sure, but many patterns 
are closed at the front. Occasionally 
side cut-outs are seen. Some pat- 
terns use the cut-outs to fasten the 
ties. One-strap patterns in prac- 
tically all cases are of the slender 
instep type. One or two broad straps 
are shown. The opening at the side 
is higher and not much of the arch 
is exposed. A front strap is shown 
on a few patterns. A few buckles, 
some in the center and some on the 
side, are resorted to in an effort to 
get something different. New fas- 
tenings of the catch kind in a ring 
or loop were brought into use by a 
few manufacturers. 

Pumps either have fancy leather 
bows or buckles of steel or rhine- 
stone. Tongues are used to good ef- 
fect on some styles, being small 
where bows are used and large if 
a buckle is employed. 

A pump designed with a one-eyelet 
sidt tie was an outstanding number 
and an inquiry brought forth the 
statement that this pattern was being 
bought enthusiastically by merchants 
in the market. Heels are from 16/8 
to 18/8 with a big proportion in the 
16/8 and 17/8 heights. Spanish types 
lead the field and fewer spike effects 
are found than heretofore. Few 
fancy heels are seen. Heels in many 
cases are covered with the trimming 
of the shoe. Except in patent leather 
patterns, heels usually harmonize 
with the shoe. 

The design of the trimmings is 
small.‘ Many instances they are 
merely strips, much of it being em- 
ployed around the collar or slightly 
worked over the vamp of the shoe. 
The quarter also is used upon which 
to add distinctiveness to footwear 
when trimmings are used. Vamps 
appear to be the same as usual. 














Size and Costs 


The preceding diagrams have 
tried to show that shape plays a 
most important part in advertising. 
If you have any doubts, pick up any 
magazine or newspaper and study 
the shapes of the advertisements. 
Man who spend millions of dollars 
in national advertising seem to be 
completely convinced that the oblong 
shape is best. You will not find very 
many square shaped advertisements. 

Let us now discuss gize. The size 
of your advertisement must depend 
upon the amount of money you can 
spend for space. That leads us in- 
evitably to that most-asked ques- 
tion: “How much money should I 
spend for advertising?” That is a 
hard question to answer. ‘There is 
no fixed rule, no definite percentage. 
One might as well ask: “How many 
shoes can I sell?” The nearest 
answer is: “Spend as much as it 
necessary to sell your shoes profit- 
ably.” 

Most merchants set aside a cer- 
tain percentage of the gross sales. 
A very good plan is to say that you 
will spend a certain percentage on 
the amount of business you want to 
do. Suppose that you expect to do a 
business of $100,000. You might 
spend 1 per cent, or $1,000; or you 
might find it necessary to spend 5 
per cent. Some big national adver- 
tisers spend as much as 6 per 


cent, some as little as 14% per —_ 


cent. Some goods are easier to 
sell than others. This is sure: 
the longer you are in business 
the less you will have to spend 
for advertising. As your sales 
increase your advertising costs 
decrease. 

Another thing that makes it 
difficult to answer the question 
is the variation in advertising 
costs in different towns. One 
town may have a very high ad- 
vertising rate and another a 
very low one. The kind of 


shoes, the retail prices, the 
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How to Create Good Newspaper 


Advertising 


Fourth of a Series 
By R. L. Prather 


competition, and a hundred other 
things enter into estimating adver- 
tising costs. 

It is safe to set aside for advertis- 
ing 8 per cent on the gross sales. 
You may be able to reduce that con- 
siderably. You must watch your 
advertising costs as carefully as you 
watch your stock. When business 
is good, slow up a little on expendi- 
tures for advertising, but do not 
quit or “lay off.” It costs real money 
to stop and start. The time to spend 
the most money for advertising is 
when you need business. Farther 
on we will discuss “timeliness” or 
“when to push.” 

Let us return, now, to the subject 
of size. It is a mistaken idea to 
think that big ads are the best. 
Oftentimes a small space will sell as 
many shoes, perhaps more, than a 
“splurge.” One of the most. profit- 
able advertising campaigns known 
in the shoe business is one in which 
small space is continuously used. 
The advertiser uses a quarter page 
every week in the year. That pro- 
gram has been followed for years. 
Compared to that is another adver- 
tiser who uses entire pages in the 
same publication infrequently. The 
small advertisements sell the most 
shoes. It’s the keeping at it that 
wins. 

A certain shoe merchant was 
spending $300 a month in the news- 
papers. He used three of them. He 








had no plan, no program. He was 
what is known as a “stunt adver- 
tiser.” He would use a half page, 
than a quarter, then perhaps drop 
down to a small 2x6, then lay off 
for a time. He found that he was 
not making it pay and asked advice 


from an expert. After sizing up the - 


situation the expert “put him on a 
diet.” A well-planned program was 
adopted. All stunts were eliminated, 
all hit or miss methods cut out. A 
schedule of daily insertions of ad- 
vertisements, size 2x6, was used, 
the only omission being on Saturday. 
The best afternoon paper was used. 
Copy was carefully written and 
one shoe only was shown in an ad- 
vertisement. 

This plan gave the merchant 
more frequency, daily offerings, and 
much less expenditure. In fact, he 
reduced his advertising costs nearly 
50 per cent. At the end of the first 
month he declared that he was cured. 
His business had increased and he 
found selling more equally distrib- 
uted. His selling hours were bal- 
anced. There were no rush hours, 
as for example, when he formerly 
ran a splurge his Wednesdays were 
crowded and his Thursdays fell off. 
No one could persuade that mer- 
chant to go back to his old ways. 

In the ordinary small city or 
town, two or three insertions a week 
of an advertisement 2x6 should be 
ample. When business falls off the 
size may be increased, or better 
still, an additional insertion 








This is Cheltenham Old Style 
This is Cheltenham Italic 

This is Cheltenham Bold 
This is Cheltenham Condensed 





Of all the faces (type styles) found in 
newspaper offices, the Cheltenham face is 
the one most freely used. It has dignity, 


' is easy to read and for all practical pur- 


poses is a good all around bet 


given. 

One: more reference to size 
and we will pass on to other 
topics. We have shown that 
2x6 is the ideal size. This 
may be increased, if needed, to 
2x8, but never more than that 
in a two-eolumn shape. Greater 
length, or depth, will throw the 
advertisement out of balance. 
It is better to add both width 
and length and preserve the 
oblong shape. 

The next ideal size is 3x9, or 
even 3x 10, but no deeper. Then 
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comes 4x12 or 4x16. After that 
you are getting into quarters and 
half pages, and you should think 
carefully before you buy the larger 
space. It may be thrilling to say 
“I use pages,” but it may be waste- 
ful to do it. 


Type Was Made To Be Read 
Good advertising is de- 


Measurement of Type 

Measurement of type is easily 
understood after a little study. You 
should learn what the printer means 
by “lines” and “points.” Once that 
is learned, you may specify sizes 
and measurements in a manner that 
will be understood by the printer. 

“Lines” mean depth. The meas- 
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understandable we will explain that 
five point type is the size used by 
most newspapers in their news col- 
umns. Their headlines are 24 to 36 
points, usually. 

The measurement of type widths 
is based on the letter “M.” That 
letter being perfectly square, it is 
used as the standard. When we 
say that an advertisement is 
“10 ems” we mean that it is 








pendent upon good type more 
than any other thing enter- 
ing into the matter. An ad- 
vertisement may be ever so 
well written, arranged, and 
all that, but the type may 
destroy its effectiveness. 

The most successful adver- 
tising men lay great stress 
upon the selection of type. 
They even go so far as to 
have many advertisements 
“hand lettered,” that is, 
drawn by an artist. But that 
is out of the question for the 
average man. The type 
makers supply thousands of different 
kinds of type for advertising pur- 
poses. A shoe merchant who wants 
to make his advertising distinctive, 
different from others, has a great 
variety to choose from. 

We advise, first of all, that you 
borrow from your printer his book 
of type. If he has none, ask him to 
loan his type foundry catalog. 
That big book will be most interest- 
ing to you. In it you will find thou- 
sands of specimens. Study it care- 
fully. A few hours devoted to this 
will be a good investment, if you 
really want to become a good ad- 
vertiser. 

You will notice that types are 
listed by name, such as “Chelten- 
ham” (the advertiser’s old stand- 
by), and others. There are “fami- 
lies” of type just as there are fam- 
ilies of people. The “Cheltenham” 
family means all of the various 
sizes, widths and “faces” of “Chelt- 
enham” type. By “faces” we mean 
the peculiar formation characteris- 
tics and shapes of the type. There 
will be “Cheltenham Bold,” meaning 
type with a bold, strong face. Then 
there is “condensed,” meaning type 
that is thin, narrow of face. This 
is used when the printer is com- 
pelled to put a lot of words into one 
line. “Extended” means type that 
is wider and more extended than 
“Bold” or “Condensed.” With ex- 
tended the printer may make a few 
words fill out a long line. 

It is interesting to study these 
things and to see how cleverly the 
type maker has met all require- 
ments. There seems to be nothing 
left undone. It’s all there. 


This is Caslon Type 
This is Caslon Italic 
This is Caslon Bold 
This is Caslon Bold Italic {ia 


as wide as ten letter “M’s.” 
When a width is specified to 
the printer he expects it to 
be “ems” rather than inches. 
A knowledge of this will aid 
you a lot in arranging your 
type matter. The newspaper 
column is 12 M’s to 13 M’s 
Each column is sepa- 
rated by a column rule which 





Caslon is another very commonly used type 
face. It differs from Cheltenham in that it is 
more delicate in appearance—somewhat more 


feminine 


urement of an advertisement by 
printers is usually by lines, rather 
than by inches. But that is diffi- 
cult for the shoe man to grasp, un- 
less he studies it carefully. So, we 
usually say “inches deep.” The 
basis of measurement in depth is 
that “five points” make a “line.” 
The newspaper line, in the reading 
column, is five point type. There 
are 14 lines to the inch. That is the 
best way to put it, after all. When 
the printer is thinking in “lines” 
and you are thinking in “inches” 
there may be confusion. Remember 
this: Fourteen lines to the inch, sin- 
gle column. When the printer says, 
“One hundred and sixty-eight lines, 
double,” he means that the ad is six 
inches deep and two columns wide. 
Sometimes the printer will say, “300 
by four.” That means that the ad 
is 300 lines deep and four columns 
wide. To reduct it to inches, divide 
300 by 14. 

“Points” mean depth, too. In the 
old days types were known by name, 
and name meant size, up and down, 
or depth of the type. “Pica” means 
a twelve point type. All measure- 
ment of type is based on the pica, or 
12 point, except width of type, which 
is measured by “ems.” (Of that, 
more in another paragraph.) The 
sizes of type in depth most used are 
from 5 point to 72 point. The 
smallest is the 5 point, the largest 
72 point. There are others larger, 


. but seldom used, excepting in large 


posters or hand bills. The point 
system, as it is called, is rather 
hard to learn, unless you get a type 
book and study it carefully. Some- 
times an obliging printer will ex- 
plain it to you. To make it more 


is one “N” in thickness, or 
one-half the width of an “M.” 
In estimating the width of an 
advertisement we say “col- 
umns wide” instead of “M’s,” 
and in measuring the inside of an 
advertisement we say “‘M’s” instead 
of inches or columns. If that is not 
clear to you, better ask the printer 
to explain it and illustrate it with 
actual type and rules. 

The study of type is an interesting 
one. To some people it becomes 
really fascinating. The man, or wo- 
man, who has a desire to become a 
good advertiser will learn all there 
is to know. And it will be a valuable 
part of the advertising education. 

Learn all about type faces. Get a 
knowledge of what is meant by 
“Bold,” “Condensed,” “Extended,” 
“Italic,” and other technical terms of 
the printer. It will make your work 
much easier, and help the poor be- 
deviled printer. 

Again, we say, study the reading 
habits of the people. The Americans 
are a race of newspaper readers. 
Their eyes are trained to read 
rapidly the pages of the néwspaper. 
Most people now read words rather 
than letters. The eye takes in words 
at a glance. No more stopping to 
“spell out” as in the old days at 
school when we were beginning to 
read. If you follow the “eye habits” 
of people you will make your adver- 
tisement easy to read and grasped 
at a few quick glances. Do not make 
the eye work hard. Do not impose 
upon the eye any unusual task. 


New Shoe Store 


CARRUTHERSVILLE, Mo. — A. C. 
Mott of Blytheville, Ark., will open 
an exclusive shoe store, featuring 
both men’s and women’s shoes, here, 
Sept. 1. He states that he is look- 
ing for attractive lines. 
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Let’s Get More Shoes Sold Right Through Learning How to Do It! 
Advancement Through “Know-How” 
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You Can Make a Sale Every Time If 


You Really Know Your Customer 


to know: three things: The 

merchandise you have for sale, 
yourself, and the methods you can 
use, and the customer and how to 
deal with him. Let’s discuss the last 
of the three mentioned subjects— 
Know your customer. 

Customer knowledge is of practi- 
cal interest in the shoe store. You 
have heard shoe salesmen say: “The 
minute he came into the store I 
knew he wouldn’t buy.” “The mo- 
ment I saw her I knew she would be 


F OR success in selling you need 


You cannot diagnose a customer 
at first glance 


a hard one.” “I could tell she was 
only looking as soon as I spoke to 
her.” These remarks represent the 
characteristic attitude of salesmen 
who have the false idea that it is 
possible to diagnose a customer at a 
glance. They are the result of an 
effort to practice the philosophy of 
“Size them up when they enter the 
store.” 

If you want to study your cus- 
tomers it is useless to try to follow 
any method suggested for the in- 
stantaneots reading of character 
and human nature. Every experi- 
enced salesman knows that he is 


often surprised to discover that his 
first impressions of customers are 
wholly wrong. He has frequent evi- 
dence of the fact that it requires 
more than first impressions to give 
him true information about a cus- 
tomer. Form your first impressions 
in a moment, if you will, but do not 
act upon them until you have taken 
time to check them up in the give 
and take of conversation. After the 
first few minutes, you can try to 
assemble the many impressions you 
get and combine them into a definite 
idea of what the customer is. 

You cannot really size up a cus- 
tomer until you get some sort of re- 
sponse from him. You will get this 
response in various ways, according 
to the accuracy and facility of your 
powers of observation and a careful 
study of the peculiarities of the in- 
dividual under your scrutiny. There 
are many points you may note—for 
instance, his clothing, the customer’s 
general manner toward you as you 
talk and the customer’s attitude 
toward the merchandise, the expres- 
sion of the face and eyes, the tone 
of the voice and the language used. 
All these are cues to check up on of 
whether or not you are succeeding 


No two customers are alike 


in awakening interest and strength- 
ening the desire to buy. 

Many salesmanagers urge their 
salespeople to read their customer’s 
character at the moment the cus- 
tomer appears on the scene. They 
assert that this is necessary in or- 
der to get a right start, to make an 
approach along the line of least re- 
sistance, to make the selling talk 
different for each customer, on the 
theory that you cannot treat every- 
body alike. We may concede that no 
two people are alike, while asserting 








You will get customer response 
in proportion to the cleverness of 
your appeal to the discriminating 


that all people are alike. The sur- 
prising thing about these seeming 
contradictions is that both are true. 
So, by all means, study each cus- 
tomer as though the customer were 
peculiar, different from all others, 
representing a case which must be 
treated on its own exclusive merits. 
But bear in mind always that the 
reason why you bring your powers 
of observation and judgment to deal 
with the particular case is in order 
to apply your knowledge of charac- 
teristics which are the same in all 
people—their desires, needs, in- 
stincts, emotions. 

[CONTINUED NEXT MONTH} 
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How to hold the customer, though 
losing the sale 


Prize Problem Winners 


The July prize problem—“What 
are you doing to make repeat cus- 
tomers for your store?” brought 
many excellent answers to this im- 
portant question. The first prize of 
$10 goes to Edward S. Kornmann, 
salesman at the Walk-Over Shoe 
Store, 104 W. Lexington Street, 
Baltimore, Md.; the second prize is 
awarded to Frank Rogers, salesman 
at the F. N. Arbaugh Co., 401 S. 
Washington Avenue, Lansing, Mich. 





Show the goods. Never mention 
price to the customer 


It was exceedingly difficult to de- 
cide between the merits of several 
of those papers receiving honorable 
mention and those marked for cash 
prizes. For instance, Isador Lie- 
brich, Jr., Manager of the Shoe De- 
partment of Sig Haas & Sons, giv- 
ing the “prime selling factors” of 
Confidence, Values and Service, by 
which his department makes repeat 
customers to the extent of 85 per 
cent of its trade, is excellent. The 
editor also wishes to commend highly 
the following: Paul O. Campbell, 
with T. H. Campbell & Bros., Mid- 
dlesboro, Ky.; T. F. Bonfield, Bunk- 
er’s Shoe Store, Galesburg, IIl.; 
John J. Skally, Volk Bros. Co., Dallas, 
Texas; Nathan J. Rosenbaum, with 
Feltman & Curme Shoe Stores, 
Seattle, Wash.; Marie Snyder, Sech- 
ler’s Shoe Store, Fort Scott, Kan.; 
Abe Wiener, Tulane Shoe Shop, New 
Orleans; Lawrence L. Kay, Struth- 
ers, Berner & Co., Geneseo, IIl.; Vic- 
tor J. Marks, Marks Shoe Store, 
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ust Prize Problem Will Bring 


$15.00 to Some Retail Sales Persons 


IFTEEN dollars in prizes for 
the best thinkers. 

Ten dollars for the best answer 
to the current problem. 

Five dollars to the second best. 

The ideas in your letter on the 
subject are what win. Poor com- 
position and bad spelling are sec- 
ondary considerations. 

Here’s an example—Shoe Sales- 
man Bill Jones has been asked by 
one of his prized customers for 
a certain shoe, with a certain 
height of heel. He finds in these 
summer clearance days that he 
has nothing in stock, even with 
fair substitution, that can be 
properly sold to that woman. 
Now continue the reasoning and 
let us have your solution to a 
vexatious problem: 

When sizes are shot, how can 





Danville, Pa.; Irving Lightstone, I. 
Winkleman, Philadelphia; W. R. 


Hawk, Sol Nachman’s Department 
Store, Newport News, Va. 


How Salesman Kornmann Does It 


In a few years as salesman for 
the Walk-Over Shoe Store at 104 
W. Lexington Street, Baltimore,” 
said Edward S. Kornmann, first 
prize winner in the sales problem 
contest, “What Are You Doing to 
Make Repeat Customers for Your 
Store?” “I have built up a good-sized 
clientéle, having many repeat cus- 
tomers, and also having a few good 
bone specialists on my list who send 
to me their patients in need of cor- 
rection shoes. Why? 

“Because I try to make all custom- 
ers feel that I am their personal ad- 
viser. I impress on them that noth- 
ing is too much trouble if it will but 
give them satisfaction. I ask them 
what I can show them and try to get 
an idea of what they have in mind; 
I show them as nearly as possible 
what I have—then and not un- 
til then, do I show them what I 
think would be suitable. By that 
method, make the customer believe 
she has changed her own mind, if I 


‘find it impossible to fit her in her 


first choice. 

“If she is interested in a differ- 
ent type of shoe, I offer to let her 
know when her size is in stock, and 
DOIT. Ifshe has been having much 


When Sizes Are “Shot,’’ How Can You Hold a Cus- 
tomer and Yet Lose the Sale? 


you hold a custumer and yet lose 
the sale? 

SEND YOUR ANSWER TO 
THE EDITOR OF “THE RETAIL 
SHOE SALESMAN,” BOOT AND 
SHOE RECORDER, 207 South 
Street, Boston, Mass., SO THAT 
IT WILL BE RECEIVED NOT 
LATER THAN SEPTEMBER 8. 

Winners will be announced in 
this department September 18. 
Only men and women actually en- 
gaged in selling shoes and hosiery 
at retail are eligible to enter this 
contest. 


If there is some “pet” subject 
which we have not previously 
talked about, and which you 
would like to discuss in some 
subsequent issue as a prize prob- 
lem solution, let’s have what’s in 
your mind! 





The grasping, hostile customer 
oft gives the salesman a hard 
tussle for his money 


foot trouble I explain to her the 
method of correct fitting as done in 
our store, which is NOT SIZE but 
FIT. I ask her to drop in when con- 
venient and let me know if her feet 
have not improved. 

“To remember faces and names is 
a great asset—for a customer will 
have a great deal more confidence in 
you should she feel you remember 
her—even slightly. 

“To be honest in telling a cus- 
tomer why a certain shoe is better 
for her foot, and that it looks nicer 
because it fits better, adds to your 
selling powers. 

“When the customer leaves I never 
abruptly say, ‘Thanks,’ as though I 
am glad to be free, but ‘I’ll be glad 
to serve you again and to hear how 
these shoes feel. Here is my card.’ 
That will do much to make a ‘RE- 
PEAT CUSTOMER.’” 


Summer Soliloquies 


A sock on the foot is worth two 
on the eye. 
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A new Ben Emden card, in green 
and brown, which Krupp 
Tuffly, Houston, Tex., is glad to 
foot the bills for. Salesman Ben 
gives these cards out himself. 
On the reverse of this card is 
the following: 


Alphabetical Telephone Conver- 
sation 

L O, that you L N? 

ES it’s I. 


I thought U and I could 
take a ride in my SX 

0,1 M Dilighted. 

Can U take T with me 
this evening? 

Sure thing, that L B EZ 
for me. 

C U at seven. 

IL B ready. 





Customer non-appreciation.— 
From “A Shoe Dog’s Grief” 


Signing Up for National 


There is much interest the 
country over in the recently formed 
National Retail Shoe Salesmen’s 
Association. From the Pacific 
Coast comes the letter from C. A. 
Derr, president of the Wetherby- 
Kayser Shoe Co., Employees’ Asso- 
ciation, Los Angeles, Cal., who 
states that he is in full accord with 
the idea of the National Retail 
Shoe Salesmen’s Association. “It is 
high time,” he says, “that retail 
shoe salesmen were at work on 
some plan to better cooperate with 
the merchants in a national way, on 
the same lines as the Boston asso- 
ciation has been working for the 
past twelve years. I am writing to 
Al Katschinski, president of the Cali- 
fornia Shoe Retailers’ Association, 
San Francisco, so that by the time 
vacations are over we can take this 
matter up with the owners of the 
better stores.” 

Mr. Derr says that he awaits with 
interest advices from President 
Girard and the other Boston offi- 
cers as to the best plan of pro- 
cedure in his section, with the 
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A Shoe Dog’s Grief 


By Emmet Adams, “Shoe Dog Poet” 


Do you know that a shoe-dog 
Has an awful trying job— 
Wher he tries to sell his footwear 
To a selfish, howling mob? 


He may try his best to please her 
With the style, and fit, and such, 

But think you she appreciates 7— 
Her actions say, “Not much.” 


He worries fast through all the stock 
*Til he finds the very thing 

That on her feet looks very neat— 
But “Something else,” she’ll sing. 


“This is wrong,” and “That’s not right.” 
“The heel’s too high,” or “low.” 
“The vamp’s too long,” or mayhap 
“short,” 
Or—“Don’t like a rounded toe.” 


It’s cut too high, or cut too low. 
Who could supply her wants? 
Again, again, the shoe-dog tries, 

But she sits there like a dunce. 


She has tried on this and tried on 
that— 
And yet she can’t decide— 
She’s tried on patents, kids and satin 
*Til the shoe-dog’s “pep” has died. 


Maybe she thinks it’s a style show— 
Or a place to take a rest! 

But she should know it is a store, 

And no endurance test. 


At last, the day for shoe-dog ends, 
His quota’s short a mile— 

I’ve often wondered how in h—Il 
Shoe-dogs can wear a smile. 











thought of a sick benefit in con- 
nection with an inducement for new 
members. Mr. Derr is working on 
a system of sick benefits for the 
Wetherby-Kayser Employees’ Asso- 
ciation. “I will be glad to do what 
I can,” adds Mr. Derr, “to get the 
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ball rolling on the Pacific Coast— 
then if a few live wires will get 
busy in between it can be done.” 


Meet Brother Bonfield 


T. F. Bonfield, salesman at Bunk- 
er’s, Galesburg, IIl., states: “As I 
am a retail shoe salesman and fully 
realize the advantages of a na- 
tional cooperative organization of 
this kind, I wish to be one of the 
first to enroll in the National, as 
there is no local association here. 

“Although a young man, I have 
been in the shoe game for nine 
years and have worked up from 
errand boy, through school, to 
salesman and then through college, 
and am now taking care of the ad- 
vertising and selling on the floor 
for Bunker’s.” 

President P. F. Girard, salesman 
at J. L. Esart Co.’s, Boston, is ad- 
vising Mr. Bonfield, Mr. Derr and 
















The Shoe Dog’s pep is gone 


all others interested as to the aims 
and objects of the association; he 
is advising that the annual mem- 
bership fee in the National is $1 a 
year, and has also stated that when 
any city or town has ten National 
members a local may be formed on 
the same lines as those of the Bos- 
ton Retail Shoe Salesmen’s Ass’n. 








Salesman Thomas F.. Madden, in charge of the men’s department at 
the Willson’s Shoe Shop, Boston, was the “human dynamo” who, with 
the aid of his committee and backed strongly by the principals of the 


Rice & Hutchins, Inc., “pulled off” the 


st employees’ outing of this 


concern at Pemberton, July 17, at ss many thousands of the good 


co-operators and workers for R. 


H. were present. Three retail 


store groups and four factory groups particinated in the big event 
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Salesman Brewster Celebrates 
Anniversary 


Kenneth C. Brewster, retail 

shoe salesman at the Regal 

Shoe Co., 129 Summer Street, 
Boston 


Boston.—Kenneth C. Brewster, 
retail shoe salesman at the Regal 
Shoe Store, 129 Summer Street, re- 
cently celebrated his first anniver- 
sary in scientific foot fitting. Mr. 
Brewster is a young man and a re- 
cent graduate of the Bartlett High 
School at Webster, Mass. His father 
is vice-president and also travels for 
the A. J. Bates Co. Kenneth com- 
menced his association with the shoe 
business in the A. J. Bates factory, 


Avoid an argumentative attitude 
toward the customer 


working afternoons after school and 
every Saturday morning for about a 
year, in the office, sample room and 
the other rooms of the factory. He 
has obtained a knowledge of mate- 
rials and construction, and is now 
“topping off” his education under 
the supervision of Manager J. J. 
Buckley. He commenced his shoe 
store education at the bottom of the 
ladder, and intends to master every 
detail of taking care of stock, of 
decorating and of selling. He be- 
lieves that the shoe business is a 
real one and decided some time ago 
to make this his life’s work. He has 
already noted that a man customer 
is ten times easier to wait upon than 
& woman, and says nine times out of 
ten the first pair of shoes you put on 


a man will be the pair he will chose, 
but a fussy man is much harder to 
wait upon than a fussy woman; you 
can jolly her a bit and convince her, 
but not him. 


Wanted—Better Fitters 


CHEYENNE, Wy0.—The field edi- 
tor of the RECORDER called at the 
Trufit Shoe. Store recently and in- 
terviewed Proprietor Carlson. Mr. 
Carlson reads regularly the RE- 
CORDER’S “Retail Shoe Salesman,” 
and has the following thought to 
contribute: “Look at the shoe stores 
that have a lot of shoes on stretch- 
ers, and you will know for a certain- 
ty that there are a lot of poor fitters 
employed there. A good shoeman to- 
day has the same right to be prop- 
erly recompensed as a professional 
man. Customers should pay sales- 
men for time taken and knowledge 


BOOT AND SHOE RECORDER 51 


imparted. If a big surgeon or law- 
yer is entitled to a goodsized fee, 
why not the “Know-How” shoe sales- 
man? Most foot troubles are only 
fit troubles. 


Konvulsing Konversations 
Cf you know a good one, send it in) 
“Liza, what fo’ you buy dat odder 
box of shoe black’n?” 
“Go on, nigga, dat ain’ no shoe 
black’n; dat am ma massage cream.” 


“What caused the fire in that shoe 
store?” 

“Friction.” 

“Friction?” 

“Yes, a $15,000 policy rubbing 
against a $10,000 stock of Bois de 
Rose kid shoes.” 


He—“You look like Helen Brown.” 
She—“Thank you. I look even 
worse in white.”—Colgate Banner. 


The first annual outing of the newly formed Syracuse, N. Y., Re- 


tail Shoe Salesmen’s Association, held at Smith’s, Buckley Road. 
Reading from left to right, front row—M. Radin, Larkin-Radin Boot- 
ery; T. C. Boore; M. Ryan, Welton’s Boot Shop; J. T. Cavanaugh, 
president, Welton’s Boot Shop; T. M. Lapham, vice-president, Chap- 
pel’s Shoe Dept.; H. C. Copeland, secretary, Walk-Over Boot Shop; 
T. H. Fairbairn, treasurer, Park-Brannock Co.; P. Phalen, Welton’s 
Boot Shop; J. J. Gugenheim, Endicott-Johnson Co. Second row— 
J. R. Forbes, R. K. Worbass, M. Stone, all three with Walk-Over Boot 
Shop; L. Schwartz, Du Barry Shoes; W. Gehm, Endicott-Johnson Co.; 
C. L. Beers, U. S. Rubber Co.; K. L. Donley, Endicott-Johnson Co. 
Third row—D. W. G. Robb, Walk-Over Boot Shop; W. Doyle, Endi- 
cott-Johnson Co.; J. A. Smith; B. Slepyan, E. Prigoff, both with La 
Vogue Shoes; J. J. Keehan, Du Barry Shoes; C. R. Cottman, Nis- 
ley’s; C. Gordon, Endicott-Johnson Co. Fourth row—P. B. Brown, 
Father and Son Store; L. O’Brien, Edwards Shoe Dept.; W. Balter; 
D. Myers, Manufacturers’ Outlet; J. Jacobs, La Vogue Shoes; N. 
Slepyan, Du Barry Shoes; J. Damico, Damico Repair Shop; J. A. 
Ratigan, U. S. Rubber Co. Fifth row—W. V. Ouimett, Kinney’s Shoe 
Store; J. Ozur, Givens Shoe Dept.; N. C. Colvin, Hamilton’s Boot 
Shop; J. E. Lynch, Nisley’s Boot Shop; A. J. Anderson, Besse- 
Sprague Co.; R. A. Ronlund, Ground-Gripper Shop. Back row—H. 
Feeley; R. M. Welcher, A. J. Leader, both of Manufacturers’ Outlet; 
W. C. McCaw, Peck-Vinney Co.; W. Reid, Kinney’s; I. F. Hoyt, W. E. 
Merwin, both of Hamilton’s as ~ tod W. Murray, Edwards Shoe 
ept. 
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“Main Street” Fighting It Out 
With “Fringe” Stores | 


difficult upstairs is a quick and easy 
buyer downstairs.” 

To hear what Carlson says about 
himself and his ideas will serve as a 
good introductory. 

“Back in Iowa, some nine years 
ago, I thought I was a crackerjack 
shoe salesman. Then I went to Chi- 
cago and got a job in Marshall 
Field’s, where I discovered I wasn’t 
so smart. That training was the 
best thing that ever happened to 
me.” 

His reason for starting a base- 
ment was much the same as Mr. 
Wiggin’s, also the arrangement of 
it is similar. He has found that 


[CONTINUED FROM PAGE 38] 


plenty of. shoes, well displayed, 
plainly marked, make for quick 
selection and easy buying. The prices 
in the upstairs store are from $7.50 
to $12.50, with a good trade worked 
up on the better grades. Mr. Carl- 
son felt that he- could do just so 
much business in his upstairs space, 
and as he wanted to make more 
money through increased sales, felt 
that a basement that sold lesser 
priced shoes was the answer. He 
has found to his ultimate satisfac- 
tion, that his line of reasoning was 
correct. 

“While the business this last 
spring was not exactly right, we have 


shown a good increase upstairs, as 
well as doing remarkably well down- 
stairs,” he said. “Instead of hurt- 
ing the sale of the better grades, I 
have run into numerous instances 
where having cheaper shoes in the 
basement has saved us sales up- 
stairs. My only regret is that I 
didn’t tackle the basement idea long 
ago when it first occurred to me.” 

Carlson is a great hand for 
slogans. Here are a few. 

“Buy your shoes here and spend 
the difference,” “At these savings, 
every sale must be a cash sale,” and 
“Most foot troubles are only FIT 
troubles.” 





TELL-U-HOW 


[CONTINUED FROM PAGE 40] 


themselves. It may also be regarded 
as an argument for a lower markup 
on men’s shoes than on women’s 
shoes, in any store where it is found 
that expense or markdowns, or both 
expense and markdowns, are lower 
in the men’s department than in the 
women’s department. 

A certain successful department 
store, with an annual volume of per- 
haps twenty millions, believes that 
women’s shoes should carry a mark- 
up averaging close to 40 per cent— 
higher on the more extreme 
novelties, lower on whatever staple 
types of footwear the store may 
carry. In the men’s shoe depart- 
ment, the average markup is kept up 
to 83 1/3 per cent, with a markup 
of 35 per cent on the medium and 
better grades. The experience of 
this store indicates that it is a prac- 
tical policy to mark most incoming 
shipments with a markup of 40 per 
cent on women’s shoes and of 35 
per cent on men’s shoes. 

With full recognition of the fact 
that there are doubtless some stores 
where a 40 per cent markup on wo- 
men’s shoes is either a little too high 
or somewhat too low, it seems clear 


than the above figures represent a 
practical ratio for the operation of 
a retail shoe business, either in the 
specialty shoe store or in the shoe 
department of the department store. 
Whatever markup may prove to be 
feasible on women’s shoes, use 85 
per cent to 87% per cent of it as 
the markup on men’s shoes. 

But after all, shoe merchandising 
is not yet a real science. Tabulated 
statistics of the shoe trade are not 
yet sufficient to serve as an in- 
fallible guide to store practice. In- 
deed, they possess a practical value 
for the inquirer only when checked 
with the data which he can secure 
in his own business, in his own store, 
and from which he will ultimately 
read the final answer to the question 
which has been discussed here. 


Bettman-Dunlap Co. Given 
Right to Use “Dunlap” 
on Shoes 


Misinterpretation of a decision 
recently handed down by Patent 
Office officials is the cause of an 
erroneous report to the effect that 


the Bettman-Dunlap Co. of Cincin- 
nati has been defeated in its desire 
to use the name “Dunlap” on its 
merchandise’ Quite the contrary is 
true. 

Dunlap &. Co., well known hat 
manufacturers, opposed the regis- 
tration of the word “Dunlap” by the 
Bettman-Dunlap Co. as a trademark 
for shoes, setting forth as _ the 
ground for opposition that: 

First—Their business would be 
harmed because shoes are of the 
same class of goods as hats, caps, 
neckties, etc. 

Second—The word “Dunlap” was 
a surname not distinctively dis- 
played. 

Third—That it is part of the cor- 
porate name of Dunlap & Co. 

The Examiner of Trade-Mark In- 
terferences sustained the opposition, 
not on the ground that shoes, hats, 
caps, neckties, etc., were of the same 
class of goods, but on the well estab- 
lished principle that no surname may 
be registered because anyone hav- 
ing the same surname would be en- 
titled to use it. Bettman-Dunlap did 
not appeal from the decision, but 
Dunlap & Co. did. The Dunlap & 
Co. appeal was dismissed. As the 
case stands, therefore, the holding 
of the Patent Office is distinctly one 
in favor of the Bettman-Dunlap 
Co.’s right to continue the use of the 
trademark “Dunlap” on shoes. 
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EBEC Coloured Kids 


Leaders in the Shoe industry are 
quick to profit by the eccentricities 
of Style. They find her a nimble and 


tireless business getter. 


It is significant that these far-seeing 
and successful business men are the 


most consistent believers in the su- 
premacy of F. B. & C. Glazed Kid. © 


Supreme in White and Colours 


AMALGAMATED LAL EEE COMPANIES, Inc. 
319 Arch Street, Philadelphia G Factories: ) ns ili Del. 


Made by MASTER Jap) CRAFTSMEN 
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SHOE TRAVELER NEWS 


Conducted by Helen M. Haney, Associate Editor 








Joseph M. Herman Has 
Western Sales Meet 


The Western sales staff of the Jo- 
seph M. Herman Shoe Company of 
Millis, Mass., attended the sales 
meeting held Aug. 5 and 6 at the 
Palmer House in Chicago. The meet- 
ing was in charge of Salesmanager 
Herbert C. Groenewold. M. R. Alden, 
vice-president and general manager 
of the Herman Company came on 
from Boston to attend the meeting. 
The first day was given over to the 
discussion of the big advertising 
plans, including publicity in trade 
magazines, which is being started to 
further popularize the Herman line 
of men’s dress welts now being made 
in the new factory in Hallowell, Me. 
The second day was taken up with 
the discussion and presentation of 
the new fall and winter samples of 
men’s style footwear. 


Good Selling Talks 


F. Smith, general purchasing 
agent of the Chicago Motor Coach 
Company, one of the largest pur- 
chasers of the Herman line, talked 
to the men on Wednesday at luncheon 
on “The Development of the Motor 
Coach Commissary,” and B. C. 
Bowen, vice-president of the BOooT 
AND SHOE RECORDER and Western 
manager, spoke on “What It Takes 
to Sell Today.” 

Salesmanager Goenewold expresses 
himself as highly satisfied with the 
fall prospects and with the enthu- 
siasm shown by the salesmen over 
the prospect of Western business. 
The salesmen present were Sidney 
G. Witt, Chicago and Indiana; T. A. 
Walker, Alabama, Mississippi and 
Tennessee; E. F. McCabe, Missouri, 
Iowa and Kansas; W. L. Rodney, Pa- 
cific Coast; H. Smallwood, Indiana 
and Michigan; J. E. Goldwyn, IIli- 
nois; D. A. Patterson, Texas; A. M. 
Dunham, Oklahoma, Louisiana and 
Arkansas; C. J. Courtney, Minne- 
sota, North and South Dakota, and 
Charles Diamond, Wisconsin. 

Mr. Groenewold and Mr. Alden 
left Chicago Aug. 7 for New York, 
where the conference of the Eastern 
members of the Herman staff was 
held at the Hotel Commodore Aug. 
10 and 11. 


Staps “Takes On’’ More 


Territory 

Irving F. Staps of Minneapolis, 
who has for two years carried the 
Grover line through Wisconsin, Up- 
per Michigan, Minnesota, Iowa, 
North and South Dakota and Ne- 
braska, is once more headed back 
home after a combined vacation and 
business trip East. 

While at the Grover factory in 
Stoneham, he was rewarded for a 
wonderfully successful season by the 
addition of the States of Wyoming, 
Colorado, Montana, Idaho and Utah 
to his field of endeavor. He reports 


I. F. Staps of Minneapolis, who 

covers Wisconsin, Minnesota, 

North and South Dakota, Iowa 

Nebraska, upper Michigan, Wyo- 

ming, Colorado, Montana, Idaho 

and Utah for J. J. Grover’s Sons 
Company 


himself “pleased as punch” with the 
remarkable improvement shown in 
the Grover line during the last six 
months, and is all set to make a kill- 
ing in the present fall season. 

Staps is a trustee of the Western 
Shoe Travelers Association and has 
an office at 735 Boston Block, Min- 
neapolis, Minn. 

I. F. Staps is fat, genial, and 
Dutch as a windmill. He swears that 
he can fit Grover shoes to jackrab- 
bits, badgers, gophers and all kinds 
of plain and fancy damsels from 18 
to 80. “The Grover factory is work- 


ing considerably beyond rated ca- 
pacity, and will need at least four 
weeks to catch up on present or- 
ders,” said Mr. Staps in a recent in- 
terview with a RECORDER represen- 
tative. 


John Bell to Travel Dixie 


John P. Bell, president of the 
Bell’s Booteries, Inc., of Nashville 
and Chattanooga, Tenn., has been 
appointed by E. P. Reed & Co. to 
their Southern sales territory, re- 
cently left open by the untimely 
death of H. B. Covington, according 
to word sent out by W. D. F. Gibson, 
sales manager of E. P. Reed & Co., 
from the Style Studio in the Mar- 
bridge Building, New York. 

It was the wish of the late Mr. 
Covington, who was vice-president 
of Bell’s Booteries, Inc., that John 
Bell have his territory if it were ever 
necessary and possible. Unfortu- 
nately, it became necessary, but for- 
tunately for all concerned it was 
possible. The shoemen of the South 
are to be congratulated on their good 
fortune in having one good man so 
soon followed by another. 


Bell Is a Style Man 


Mr. Bell is well known and highly 
respected throughout the South, both 
as a man and as a successful retail 
shoe merchant. He is a member of 
the National Shoe Retailer’s Asso- 
ciation. His unusually good taste 
and style judgment have won him a 
place on the style committee of the 
N. S. R. A. This first hand knowl- 
edge of the style situation will natu- 
rally be a big advantage to the retail 
shoe merchants of the South. John 
Bell is also a big booster of E. P. 
Reed & Co.’s Matrix Shoes, which he 
has featured for some time in his 
two ultra-fashionable shops. 

Although Mr. Bell will devote-the 
major portion of his time to E. P. 
Reed & Co. and his trade in the 
South, he will continue to operate 
his two retail stores. These will be 
managed in his absence by Harry M. 
Young, secretary and treasurer of 
Bell’s Booteries, Inc., a highly capa- 
ble shoeman and at one time buyer 
for Selman’s in Louisville, Ky. Mr. 
Bell will, however, maintain an ac- 
tive interest in the booteries that 
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TIME WAS suort-Long Distance bought 


$12,000 


WORTH OF LUMBER 








sold? . 











Men, in an ever-increasing range of busi- 
nesses, are learning the economy of Long 
Distance. In buying. In selling. In making 
dificult appointments. Where something 
must be done now or not at all. In those 
numerous emergencies where expense must 
be cut, where more miles must be covered 
and more people interviewed. Every day 
American business men handle thousands 
of transactions by Long Distance. Adjust- 
ments and purchases are made. Number- 
less business details are attended to. Anda 
call is often the most economical as well as 
the quickest way to get a thing done. 

It may be that your concern has not 
tested and learned the usefulness of the 
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A LUMBER and mill-work concern of 
Bridgeport, Connecticut, needed a quan- 
tity of spruce lumber, of a kind then very 
scarce. They received a tip that a desir- 
able cargo was about to land in Boston. 
How could they get to it before it was 
.. A long distance call 
lumber just in time and it was shipped 
immediately—z200,000 feet; value, $12,000. 


got the 


telephone to distant cities and towns. Do 
you think of it only when someone is 
wanted in your own city or near at hand? 
The greater the distance, the greater the 
service! The telephone can often save you 
a tiresome trip around many states, just as it 
constantly saves you walks over town. 

Has a special study ever been made to 
learn the ways in which Long Distance 
can serve your business? Our local Com- 
mercial Department will gladly make such 
a study free. In the interim, what distant 
man of concern would it be to your advan- 
tage to talk with? The instrument on your 
desk will connect you, regardless of the 
distance, now Number, please? 


BELL LONG DISTANCE SERVICE 
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Martin J. Starr, who travels 
Brooklyn and Long Island for 
M. J. Saks Shoe Corporation 


bear his name, in an advisory capac- 
ity when he is not in actual charge. 

John P. Bell is not only a fine shoe- 
man, but a man of considerable exec- 
utive ability, as Uncle Sam discov- 
ered during the war. He enlisted as 
a private in the artillery shortly af- 
ter the war started, went across as 
a second lieutenant, was promoted to 
a first lieutenancy and then a cap- 
taincy. Later his company was se- 
lected for the Army of Occupation in 
Germany. After two years and 
seven months he left the big guns of 
Uncle Sam to resume his position as 
a leader among the “big guns” of 
the shoe industry. 

E. P. Reed & Co. are highly grati- 
fied by the addition of Mr. Bell to 
their sales staff, as they feel that the 
salesman, being the direct.point of 
contact between themselves and their 
dealers, must be at once the highest 
type of man personally and an ex- 
pert in his line. 


Bob Emmett, Jr., a Benedict 


Robert Ignatius Emmett, Jr., so 
the wedding invitations read, was 
married on Saturday, Aug. 14, at 9 
o’clock in the morning at the Church 
of the Blessed Sacrament, Jamaica 
Plain, Mass., to Miss Elizabeth 
Esther Hughes, daughter of Mr. and 
Mrs. James Hughes of Jamaica 
Plain. Mr. Emmett’s uncle, Rev. Fr. 
Emmett, S. J., of Washington, D. C., 
officiated at the ceremony. After 
the reception immediately following 
the services at the church, the new- 
lyweds left on an automobile trip to 
New Jersey, New York and the Ca- 
nadian provinces. They will be at 
home after Oct. 1, next, at 214 River- 
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way Manor, Boston. “Bob” Emmett 
is one of the members of the Watson 
Shoe Co.’s salesforce. He has a wide 
circle of friends in the trade. 


Starr Covers Long Island 


for Saks 


Although he has been with the M. 
J. Saks Corporation, shoe wholesal- 
ers of New York, but little over a 
year, Martin J. Starr, who travels 
Brooklyn and Long Island, has built 
up a steadily increasing business in 
that territory. Mr. Starr has been 
selling shoes for a number of years. 
He numbers many friends in the 
shoe business and makes it a point 
to see that his customers are always 
ready for their trade with the new- 
est Saks high style novelties. 





Pullman Surcharge 
Fight Is Still On 


A recent item appeared in 
the daily papers under a 
Washington date line to the ef- 
fect that the Interstate Com- 
mission Examiner has filed a 
report holding that Pullman 
fares are not unreasonable. 
National Secretary T. A. De- 
lany states that this ruling 
refers only to the sleeping and 
day coach regular fares and 
not to Pullman _ surcharge, 
which is an extra assessment 
on the traveling public levied 
by, and collected by, the rail- 
roads, and originally insti- 
tuted as a war-time measure. 
The bill for the repeal of 
Pullman Surcharge, for which 
the N. S. T. A. and the shoe 
trade in general have been 
fighting, is now before the 
Senate, and there is still hope 
for favorable legislation. 














Chapman with Fields Bros. 


Roland Chapman, formerly sales- 
man for Lewis A. Crossett Co., has 
become associated with Field Bros. 
Shoe Co. of North Middleboro, ac- 
cording to an announcement by Les- 


lie F. Hunt, salesmanager. Mr. 
Chapman will cover Pennsylvania 
and Ohio. 


Webers on Honeymoon Trip 


Among the visits which Frank J. 
Weber, former N. S. T. A. president 
of Cincinnati, and his bride, made 
while on their honeymoon trip was 
one at the BooT AND SHOE RECORDER 
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office. Mr. Weber had been calling 
at the Weber Bros. Shoe Co.’s fac- 
tory, North Adams, Mass., and then 
ran on to Boston to say “Howdy” to 
the Hub and its environs. They left 
the Hub after a few days’ stay to 
tour New England, and are now 
traveling West through the Yellow- 
stone Park to the Pacific Coast, the 
while a new home is being built for 
them on College Hill, Cincinnati, 
which they hope to occupy some time 
in October. 


““Syd”’ Bernstein with Bett 


Syd Bernstein, who has covered the 
coal region for quite a few years, is 
back on the territory again with the 
Bett Shoe Company of Philadelphia 
and is now showing his new line to 
the trade of this section. 


Tom Collins’ Wife 
Convalescing 


Tom D. Collins, Chicago repre- 
sentative for the A. E. Little Com- 
pany, with headquarters at the Re- 
puble Building, in the big Illinois 
city, visited Boston during the days 
of the Shoe and Leather Fair. Tom 
Collins, who is known throughout 
the trade as the author of the fa- 
mous N. S. T. A. Code of Ethics, 
adopted on resolution presented by 
the Southwestern Shoe Travelers’ 
Association during the 1925 Na- 
tional Convention, held at Boston, 
reports business as very good. He 
also reported that his wife, who 
has been very ill, is now convales- 
cing. 


The last shall be first, and then 
—the shoe. 


Maurice Rabin, who covers New 
England and the South for the 
Novelty Slipper Co. of New York 
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JUNO 
for 
Indoor Athletics 
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Basket Ball 
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New Field 
or Profits / 


This fall, women and girls will be buying more 
shoes than ever before for gymnasium, basket- 
ball and indoor athletics. They are getting 
more particular about this kind of footwear 
and will not be satisfied with ordinary sneak- 
ers. Like men and boys, they will ask for 
Keds and see that they get genuine Keds. 


Here is an ever-increasing field for profits. 
You can get your share this fall if you order 
now indoor athletic Keds for women and girls. 


‘United States Rubber Company 


PAT. OFF: 
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WINDOW shopper in any of 
A the big cities may note now- 
adays fur coats and other 
heavy coats—an advanced or cold 
weather showing of the new things 
in dress protection for the winter 
just ahead. There are ofttimes re- 
ductions on fur coats for August 
purchasing—every inducement is 
made to get an early movement of 
the next season’s merchandise. Why 
might not the same plan be pursued 
with overshoes? There may be some 
brand new styles that the merchant 
would like to show right away, so as 
to get the idea of overshoes firmly 
implanted in the minds of the femi- 
nine population. In addition to 
women’s overshoes, children’s over- 
shoes would not be amiss in the fea- 
turing, because school days are not 
so far away and overshoes should 
surely be included in the footwear 
wardrobe of John or Jane. 


OWEVER, there is no need to 

reduce prices on overshoes as 
early as August, at any rate, in or- 
der to insure a good season on this 
merchandise. The chief point is to 
show them early in the shoe store 
window, as a bit of clever publicity. 
If it is a very warm day the pas- 
sersby will most likely look several 
times, and may even say, “Whoever 
would buy overshoes in August?” 
but a neatly printed sign in white 
and frosted blues reading, “Buy 
Your New Winter Feet Protection 
at the Time You Buy Your New 
Winter Fur Coat” will most force- 
fully emphasize the fact to the con- 
sumer that you have overshoes for 
sale, and that overshoes, like every 
other item of modern apparel, have 
style progression. Consequently 
overshoes for the winter of 1926- 
1927 will be different from those of 
1925-1926, just as the 1926-1927 
coats will be different than the coats 
of 1925-1926. 


ONG Range Weather Forecas- 
ter Herbert Janvrin Browne is 

“at it again,” saying that “we are 
headed straight for the toughest 
of winters.” Some folks said that 


Mr. Browne and other weather 
prophets were woefully mistaken, 
when the recent hot wave swept over 
the country, but Mr. Browne “comes 
back” with the retort to this effect, 
“Store up all the heat you can, for 
you'll be hoping for it in months to 
come.” He says that his great, 
great grandfather’s diary shows that 
in 1816 it snowed on his farm in 
New Hampshire from June 17 to 
June 19, and that the night of the 
Fourth of July there was ice on the 
ponds. It may be a very cold win- 


A new elastic sole, adapted to 
both men’s and women’s shoes, 
recently patented by John L. 
Dykes of Chicago. The sole is to 
be worn as an overshoe, and is 
made in three sizes, only, which 
it is claimed enables it to fit any 
shoe. It is also claimed that there 
is a device on the heel which 
holds the rubber securely in place 
and prevents it slipping on the 
heel of the shoe; that the sole is 
light in weight and may easily be 
carried in pocket or vanity case. 
Drawing loaned by India Rubber 
World 


ter, hard winter and no summer in 
1927—and more overshoes not only 
for women and children, but for 
men as well, will be much needed. 


HE large department stores 
are ever giving merchandising 
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(| More Heavy Goods Will Sell 
If Shown Early 


Canvas Shoes Sell Until Cold Weather 


are kept in the Personal Service Bal- 
cony Department and all are usually 
in use with the first drops of rain. 
A retail shoe merchant on hearing 
of this service made the remark, 
“Why not adopt a similar policy as 
to rubbers—with perhaps a dollar 
deposit and five or ten cents a day 
for each 24 hours that they are in 
the possession of the borrower—the 
dollar to be refunded when the rub- 
bers are returned?” 


N the meantime, in the great ma- 

jority of the stores of the world 
where shoes are sold, it is still can- 
vas shoe selling time, and special 
windows, featuring canvas for out- 
door sports and general vacation 
wear, are in order. 


Marion Rubber Salesmen Meet 


CoLUMBUS, OHIO.—The following 
salesmen of the Marion Rubber Co. 
attended a recent sales convention 
here. H. W. Lushey, sales and gen- 
eral manager of the Marion Rubber 
Co., was in charge of the various 
meetings. The men are now out in 
their territories with the new Ma- 
rion lines. H. W. Lushey left Co- 
lumbus the first week of August for 
Michigan. He will return about 
Sept. 10. The following salesmen 
were present at the meetings and 
luncheons: George Brittman, New 
York; Ed W. Metcalf, Eastern Ohio; 
H. P. Thacker, Northern Ohio; Sam 
Westall, Southern Ohio; J. T. Crad- 
dock, Jr., Western Ohio; Al A. Bun- 
ner, Columbus salesman, and E. E. 
Weimer, house man. 


thoughts which may be put into — 


practice in retail shoe stores. For 
instance, William Filene’s Sons Co., 
Boston, recently advertised that this 
store loans umbrellas. It is done 
under the classification of “Personal 
Service,” creates good will, and sells 
more goods. The borrower deposits 
$2 and pays 10 cents for every day 
that the umbrella is in her posses- 
sion. When the umbrella is returned 
the $2 deposit is refunded. Only a 
few umbrellas are available. They 


PAUL SMITH’s, N. Y.—Harvey S. 
Firestone, Jr., son of the president 
of the Firestone Tire and Rubber 
Co. of Akron, who recently completed 
a survey of the possibilities of rub- 
ber production in the Far East, vis- 
ited President Coolidge at the Sum- 
mer White House. He stated that 
there is enough waste land available 
in the Philippines to take care of all 
the future rubber needs of this 
country. 
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Black Velvets, 
Black Satins 
and Patents 


IN STOCK .. =>. 


B6G6 Patent Leather $4.75 eens 
Note: Same with Cuban Heel 
B665 $4.50 SIZES AND WIDTHS “Clare” 


AA. .4%-8 A...4-8 B..3%-8 














“Regent” 
“Pipp” 


Black Velvet $4.25 
White Kid 4.75 
Patent Leather 4.25 
Black Velvet $4.50 @ Black Satin 4.25 
B498_ Black Velvet 25 Patent Leather 4.50 20/8 Heel 
B3672 Patent Colt 27 
B3942 Black Satin . “ EB hay” 


B579 White Calf 
Patent Leather 


15-8 Cuban Covered Heel \ hes Titian Cal 
R616 Patent Leather $4.50 oe 


“Speed” 


Patent Leather $4.75 
i Cuban Heel 
$4.50 


The MENIHAN COMPANY 


Patent Leather $4.50 
B569 = Biack Satin SHOEMAKERS FOR WOMEN . Black Satin 4.50 
B580 White Calf 


7h 
B56G8 White Kid 00 
Titian Calf 


Rochester, N. Y., U. S. A. 


Oakland, Cal., Office: 424 Belview Ave. 
H. 8. KUSHINS 
Los Angeles Office: 107 East Sth St. 
E. M. HOLLANDER 


New York Office: 612 Marbridge Bldg. 
B. W. MOYLAN 
Chicago Office: Majestic Hotel 
F. J. SATEK 


Makers of Menihan Arch-Aid Shoe 
Write for Agency Proposition 
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For a leather house to make its offices real display rooms is a trifle unusual. 
worthy of a shoe parlor with its full length display windows, its oval entrance and its relief panels. 
into the style salon of the Barnet Leather Company, 1 Park Avenue, New York City. 
Right—Section of reception room showing inner waiting room 


of reception room leading 


Good Ideas Everywhere 
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The setting of this entrance is 
Left—Lobby 











David P. Wohl Sees Profit- 
able Season Ahead 


St. Louis—David P. Wohl, presi- 
dent of Wohl Shoe Co., upon his re- 
turn from an extended trip through 
the East, where he visited the larger 
cities and smart resorts, has the fol- 
lowing to say with reference to the 
shoe situation: 

“T believe that the latter half of 
this year will be much more profit- 
able for the shoe industry as a 
whole, and particularly for the shoe 
retailer, than was the first half of 
the year. 

“We all remember how the year 
started with a demand for leathers 
which the tanners could not deliver 
promptly. This brought about an 
unavoidable condition involving slow 
deliveries by the manufacturers, and 
by the time the shoes were deliv- 
ered the styles had changed and 
retailers were left with unsalable 
styles. 

“Next came the reptile vogue, but 
this was short, lived. However, 
those retailers who got early deliv- 
ery of reptile patterns made a nice 
profit. There was a big early sale of 
these shoes. 

“The greatest disappointment of 
the season was the lack of almost 
any demand for white shoes. In the 
larger cities and summer resorts 
which I visited white shoes were 


conspicuous by their absence. I 
know this has hit the retailer pretty 
hard, as many are carrying large 
stocks of white shoes. 

“In my opinion the outlook for the 
latter half of the year is very prom- 
ising. Crop conditions as a whole 
are favorable. Financial affairs are 
easy and industrial conditions gen- 
erally are on a sound basis. 

“As for the trend in the shoe 
business, all indications at this time 
point to a season of ‘black’ shoes. 
The demand for black shoes during 
the past thirty days has been very 
marked and retailers have been sell- 
ing them. This will, in my opinion, 
tend toward a more profitable sea- 
son, because the depreciation will be 
considerably less. 

“The sales should be just as great 
in black shoes as in lighter colored 
leathers, and it goes without saying 
that retailers will be able to get them 
faster because the tanners can pro- 
duce black leathers in a_ shorter 
period and will stock them, too. 

“Many retailers have the impres- 
sion that more sales are made with 
light colored and combination 
leather patterns than with black. 
This might be true if the manufac- 
turer could produce them in two or 
three weeks so that the retailer 
could have them when the demand 
was on. The greatest loss in the 
shoe trade has been due to this con- 
dition. 


“In my reference to a greater 
profit in black shoes I do not mean 
just a plain black one strap or a 
plain black pump. What I do mean 
is that black shoes can be made in a 
great variety of patterns, such as 
are now being shown in the tailored 
black patents, satins and other ma- 
terials with black trimmings. 

“There are many successful shoe 
retailers today, but the mortality, 
particularly among the smaller ones, 
is great. Those who have succeeded 
have done so through profiting by 
their own and others’ mistakes be- 
cause they have learned to -discrimi- 
nate between the safe and unsafe 
styles. Each year finds more shoe 
retailers learning how to merchan- 
dise style shoes. I repeat, the com- 
ing season should be a profitable 
one for the shoe retailer.” 


Summer-Weights Repeat 


SPOKANE, WASH.—Hill Bros. says: 
“Eighty per cent of the men who 
bought summer weight shoes last 
year are repeaters this year. They 
are coming in of their own accord, 
as we have used no great pressure 
on them other than the regular win- 
dow and newspaper publicity. Last 
year we sold them right, as we abso- 
lutely impressed on our customers 
that these shoes were made for the 
hot, dry weather and not good for 
anything else.” 
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HERE’S 
OUR NEW 
PED-ARCHO 
CORRECTIVE 


SHOE 


A@OUION? 





It’s a good corrective welt line, 
built to compete—point for point 
—on a $4 and $5 retail basis with 
the $10 orthopedic lines. 


Ped-Archo shoes are orderable in every 
width, as here illustrated, but can be had 
from B to E on our last and in EEE on another 


last. 


These up-standing sales features are a steel Crawford 
corrective shank, a combination last and the uniform use 
of a particularly fine, soft plump kid or first class patent 
leather. The heel is a 13/8 Cuban with rubber top piece. 


Our distributors all over the country are now ready to supply old 
and new Cushman-Hollis customers with the new Ped-Archo Lines. 


CUSHMAN-HOLLIS 
COMPANY 


Factory and Home Office: 
AUBURN, ME. 


Salesrooms: 
Albany 
Bldg. 
Boston, 
Mass. - 


AMIENS 


ee eee 


T+ MURS ENT 
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Retail Trade Showing Usual 


Seasonal Slowing Down 


In Many Centers, However, Volume Is Ahead of Last Year 


slowing down retail volume in shoes throughout the country. This is purely sea- 


stow weather plus the tapering off of the clearance sales is having the effect of 


sonal and has not shaken the confidence of retailers in the coming fall season. 
Blacks lead in the early fall showings and consumer preference for them has been regis- 
tered strongly. Patterns are neater, but there is no trend toward extremely simple mo- 


dels. 
ing material for fall. 


Consumers want “tricky” but neat shoes. 


Patent leather is considered the lead- 
Ooze is getting more of a play as the season progresses and black 


satin, dull calf and black kid are coming into the limelight more strongly. Tan calf also 
is showing up well in the consumer demand. 


a 


Clearance Sales About Over 


EW goods are arriving, while 

clearance sales are in their 
final stages; some stores have al- 
ready started with a brand new 
stock. All report that the mark- 
downs brought good returns, and 
also helped to move fresh, early 
fall merchandise. Sales were clev- 
erly managed and advertised. One 
or two stores called their clear- 
ances, “Get Acquainted Sales.” 

The feminine public continues to 
be interested in novelties, and in 
children’s footwear for school days, 
just ahead. Those stores which 
make a special showing in windows 
of shoes for the little folks, are 
continuing to do a good business on 
this line. In women’s shoes many 
blacks and browns, with combina- 
tion trims in blending, but differ- 
ent materials, are featured strong- 
ly in one straps, tongue pumps, and 
fancy oxfords. Hosiery is shown 
mostly in the light tones, with a 
few gun metals, and sport effects. 
A new plaid sport lisle stocking, 
for women, looking almost like a 
silk, is shown with sport shoes. 

In men’s shoes, one of the exclu- 
sive shops is showing a tan in a 
rich, medium shade of calf, with a 
rather pointed toe, on a typically 
English last. A retail shoe mer- 
chant selling very high-grade men’s 
shoes reported that his manufac- 
turer told him that he has much 
difficulty in getting top-notch skins, 
and there is a decided demand for 
the best in men’s shoes. For in- 
stance, two reports from men’s ex- 


clusive shoe shops, made to the 
RECORDER’S Boston correspondent, 
were as follows: “Last Tuesday, 
Aug. 10, was the best day we have 
had since March,” and “The first 
seven days of this month we did 
over half of the month’s business of 
a year ago.” In both these cases, 
it was stated, this condition was 
brought about by good newspaper 
advertising, backed up by consumer 
confidence, and quality merchan- 
dise. Orthopedic numbers and spe- 
cial lasts are moving well, some 
men customers buying as many as 
six pairs at a time, for sport, busi- 
ness and dress. 


| NEW YORK | 


Fall Shoes Shown 


WELTERING humid _ weather 
last week retarded retail busi- 
ness to some extent, but despite this, 
reports from the retail shoe field 
continue good. Clearance sales are 











Traffic and Sales 


Sales by retail merchants 
are certainly affected by traf- 
fic regulations, for merchants 
of Market Street, the main 
shopping thoroughfare of 
Lynn, complain that their 
sales have shrunk since the 
new traffic rules made Market 
Street a one-way thorough- 
.fare. The decrease was the 
largest on Saturdays. Mer- 
chants along the street have 
started a movement to have 
the traffic laws revised. 


drawing to a close, with prices cut 
to a minimum. One high grade 
store reduced its $12.50 to $18.50 
shoes to $5.50 for the final clean up 
and did a large business. Similar 
reductions were made in other 
stores. 

While the clearance sales continue 
more interest is being displayed in 
new season footwear. So far, retail 
showings of new fall shoes have been 
confined mainly to blacks and to new 
effects in reptile leathers. Black 
patent, of course, leads the van in 
materials. Black satin is growing 
stronger and dull kid and calf are 
showing fair activity. Black lizard 
or lizard calf is considered good in 
several quarters, both as an all over 
material for shoes, or in combina- 
tion with other materials. Black 
ooze, also is well up in the running 
on the material list. 

Many of the new shoes are made 
with suede antelope, reindeer or 
other flesh finished quarters and 
patent or other material vamps. In 
addition to black, dark gray and 
dark grayish tan also are employed 
in these combination shoes. 

Among the smart shoes that are 
seen is a patent leather one strap 
with dainty inserts of light colored 
lizard. This shoe, in a variety of 
models, is being shown by the high 


grade houses. 
HIS has been a rather dull 


week in Chicago for the shoe 
merchants. Trade has been slow 
probably due to the extremely warm 
weather and the fact that the final 
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Trade Dull 




















The New Crawford Shank 


SPLIT RIVET 
LOCKING SHANK 
TO INSOLE 
ELONGATED SLOT 
PERMITS SUOING 
ACTION 
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Like the Spring 


of an Automobile 


Crawford Shank resembles the 


spring of an automobile. 


I“ action and in effect the NEW 


The weight of the body is supported by 
shoes with Crawford yielding shanks 
in the same shock absorbing way that 
good springs support an automobile. 


In walking, when the full weight of 
the body is on the foot, the sliding 
action of the shank allows for the nat- 
ural flexing of the foot. As the weight 
is taken off the foot, the shank springs 
gradually back into position holding 
close to the arch all of the time. 


The human body like that of the auto- 
mobile suffers less and lives longer 
when the vibration of daily service is 
lessened by a scientifically correct 
means. 


You would not ride in a car without 
springs. See that your body gets the 
same consideration in walking. Wear 
shoes with Crawford Sliding Steel 
Shank. 


United Shoe Machinery Corporation 


Boston, Massachusetts 


When writing to advertisers please mention Boot anp SHOE RECORDER 
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clearances are being run and there 
is an extraordinary amount of foot- 
wear to be had at low prices. The 
clearance sales have been almost 
anything but clearance sales ins6- 
far as the movement of summer 
merchandise has been concerned, 
but have been more correctly low- 
priced selling efforts on the part of 
the stores to create a July volume. 

Little interest has been shown in 
the last “ends” of summer styles, 
the buying turning more especially 
to the patent leather strip pumps 
and strap slippers and some to ox- 
ford. The reptile-trimmed slippers 
have not kept the steady run of 
popularity that was expected of 
them. There is noted in the early 
fall slipper demand some call for 
an all over reptile oxford and more 
particularly in the alligator grain 
in a darker shade of tan. Some pat- 
ent is being sold with reptile heels 
and some with narrow strap trim, 
but more is being sold in straight 
patent. 

Satins have been a little more ac- 
tive, too, and there is some feeling 
that there will be a demand for ooze 
leathers in the higher priced grades 
of the women’s lines, but that in the 
lower grades this will be sup- 
planted by velvets. In the cheaper 
footwear it is easier for manufac- 
turers to make a good slipper of 
velvet than of split leather and 
there is more service in the velvet. 
No great amount of this demand is 
expected to materialize before the 
first of October, however. 

The demand for black footwear 
in the men’s lines seems to increase 
steadily and should reach the peak 
sometime late in October. Right 
now the demand is for smooth 
leathers with a little narrower toes 
and longer tips. Pinking and per- 
forations are readily accepted and 
late in the month of September 
merchants expect a considerable 
call for black grained leathers with 
the built-up welt effects. Heels are 
a little higher on many of the men’s 
shoes and many are showing the 
“rocker” lasts as among the newest 
for fall. 

Darker tans, too, are being fa- 
vored although the dark shades are 
not yet in demand and there is lit- 
tle indication as yet that the russet 
and ox-blood shades will command 
any great amount of attention. It 
is early, however, to predict any- 
thing definite on these colors. Wing 
tips will also be shown considera- 
bly in the new fall lines and partic- 
ularly with the grain leather 
models. 





| ST. LOUIS | 


USINESS in the retail shoe dis- 
trict for the first two weeks in 
August has shown an increase over 
that period of last year. While it 
may be warm and an apparent lack 
-of activity nevertheless figures on 
the books tell a profitable, interest- 
ing story when comparing the fig- 
ures of last August. Every indica- 
tion points to an increase for the 
month. Business during the past 
week was a betterment over that of 
the previous one and there seems 














Sell "Em Polish 


“It is a pretty poor sales- 
man who can not sell eight 
out of ten customers a bottle 
of polish. It is just as easy 
to sell a 50c. article as it is a 
25c. one. Often a customer 
will ask the one serving her if 
the light-colored shoes she is 
buying can be easily cleaned. 
This, of course, makes a won- 
derful opening for a short, 
telling polish argument. We 
usually sell the shoe dressing 
after the hosiery sale is com- 
pleted. A customer is never 
crowded or made to feel un- 
comfortable if they do not buy 
polish or stockings, neither 
are the boys allowed to bore 
the trade by pushing these ac- 
cessories too strong. All our 
men are trained to introduce 
these extras in a tactful way 
so that the customer is made 
to feel that we are simply try- 
ing to render some good ser- 
vice. The fact that the polish 
and hosiery: business is keep- 
ing pace with the store’s in- 
crease in business is proof 
that the trade appreciates our 
efforts.” 

—W. C. Snyder, manager of 

the Feltman & Curme 
store, Spokane. 














to be a constant improvement in the 
retail shoe field. 

Fall shoes are being asked for 
and some stores report fair volume 
on the new autumn patterns. 
Sales are being continued with final 
clean-up merchandise. The only re- 
sponse to this type of selling is in 
the $1.00 to $2.50 field. One dollar 
sales have been frequent this week 
and, of course, successful. The 
shoes for the most part wcre short 
lines of sizes that were anything 
but popular. Some stores were able 
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to rid the shelves of a bad lot of 
footwear that had been rcposing 
there for weeks. 

In ‘the style field patent leather 
continues to be the principal ma- 
terial on which thcre is any de- 
mand. Plain effects persist in being 
reported in all stores as the type 
of footwear demanded. Trimmings 
in reptile of the daintier typc are 
acceptable. The backward move- 
ment is in the heavy reptile trims, 
quarter and vamp _ combination 
effects. 

Reptile effects have not as yet 
been asked for in any volume. This 
is natural in the opinion of all 
operators. They say the demand 
will come later for these shoes. 
Brown in alligator and snake as 
well as lizard are being shown pro- 
fusely in all stores. The amber al- 
ligator, it was stated in one store, 
was bought in place of tan calf. 
It may be mentioned that of the 
reptile shoes selling this material 
is most popular. Some colored kid 
in the brown field has been active. 
Black satin continues on the up- 
ward trend. 








MILWAUKEE 




















Some Slowing Down 


HE month of August opened up 

with a fairly good volume of 
business, but things have been 
rather quiet during the past week. 
This was anticipated as August is 
usually one of the slowest months 
of the year in this city. Clearance 
sales are down to the last odds and 
ends, and the interest in new fall 
merchandise is limited to a small 
group of people. However, local 
merchants state that business is 
running ahead of last year for the 
beginning of August. 

Displays of new fall styles have 
been arranged in the windows of 
the majority of Milwaukee stores 
during the past week. These in- 
dicate that early business will be 
on a variety of materials and styles. 
Patents are given a prominent place 
in the majority of displays, one 
store devoting the front of its dis- 
play to a collection of plain patents 
and patents trimmed with reptile 
imitations. All reptile shoes are 
also sponsored, particularly alliga- 
tor which is shown in both oxford 
and one-strap patterns by the bet- 
ter stores. Dark tan shades of kid 
trimmed with reptile are also noted 
in many displays. A new note for 
fall is sounded in the showing of 
suede shoes which are sponsored 
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Display Shoes and Trees Together 


a on en Rieti Ot mh 


Shoes well set off by being treed in the store window, sug- 
gest the advantages of treeing shoes at home. 


The result is a double sale—Shoes and Trees 


Milier Shoe Trees Are Desirable 


The adjustments are easy to operate, certain 
of action and serviceable. 

The models are composite, fitting a wide range 
of styles. 





If you are not featuring shoe trees write for further 
particulars 


Shoe Tree Division 


O. A. Miller Treeing Machine Co. Brockton, Mass. 


When writing to advertisers please mention Boot anp SHOE RECORDER 
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in the dark brown colorings, par- 
ticularly. Dealers feel that this 
material will sell to the better trade 
in fair volume. Patents are con- 
sidered the leading material espe- 
cially in view of the large propor- 
tion of black dresses which are sell- 
ing in local stores. 

Styles are fairly well divided 
among fancy oxfords and other lace 
patterns, one-straps and high-cut 
gore pumps. The cut-out oxford, 


trimmed with reptiles or contrast- 
ing shades of kid, looks very prom- 
ising this season. 








MINNEAPOLIS 

















Big Clearance Sales 


7.ROM one end of the retail dis- 
I trict to the other, in the most 
exclusive and in the most popular- 
priced shop in town, nothing but 
sales have confronted Minneapolis 
from the last of July until mid- 
August. Not a footwear shop in 
the city but what paraded its spe- 
cial bargains in show windows and 
newspaper advertisements. This 
particular period is believed to 
have disclosed the most unanimous 
clearance time in the history of the 
city. And an immense amount of 
business was done, for the bargains 
were generally down to half-price. 

Dealers apparently were getting 
where they wanted to get, for a 
general spirit of optimism prevails 
among them, particularly among 
those who found patrons who tired 
of the bargain-hunting and asked 
for relief in the shape of “the new 
things.” And demand for the new 
has been pretty good in the face of 
the tremendous run of sales. Black 
patents in, one strap or tongue ef- 
fects with higher heels have a long 
lead over everything else, the ladies 
wanting them for late summer and 
early fall wear while they still ap- 
pear in their lighter gowns. 





DETROIT 

















Strong on Reptiles 


HE keen edge of clearance sale 

stimulation has been dulled to a 
large extent, still many merchants 
report that sales of reduced lines 
are keeping up fairly well. The 
warm weather, coming right at the 
time the clearance sales were 
started, helped shoe merchants won- 
derfully in cleaning up whites and 
light colors. 


There has naturally been a deeper 
cut in prices as the lines became 
more broken, and Detroit women 
are able to purchase extremely good 
values today —if they can get fitted. 
Stocks are well cleaned up in most 
quarters and new fall styles are be- 
ing offered in some stores. Special 
prices on new fall styles in August 
is a new venture and one store has 
found it a satisfactory way to help 
the turnover of footwear in August. 

Among the new styles being 
shown there is found a preponder- 
ance of-reptile leathers in various 
shades and combinations. From 








Successful Buyer 


E. F. Burrell 


Mr. Burrell, formerly with the 
Gladding Dry Goods Company, 
Providence, R. 1., is now buyer 
and merchandiser of women’s 
shoes for F. E. Ballou & Co. of 
the same city. He is twenty-nine 
years old and has spent his entire 
business career in the shoe trade 








present sales of these lines it is ex- 
pected that the fall season will see 
reptile leathers among the favorites. 

At Fyfe’s high grade shoe depart- 
ment, Ross D. Filion, manager, has 
noted a continuance of black satin 
as a favorite. This would indicate 
that the better class of customers 
favor satin for some purposes. He 
reports also a tendency among the 
wealthier customers to favor nar- 
rower toes than has generally been 
featured during the past season. He 
believes that black patent leather 
will stage a come-back as a general 
favorite this fall.. He bases this 
upon the admirable contrast they 
make with light hosiery. 
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In the men’s stores Scotch grains 
are selling wherever featured. 
Whether this is an indication of 
the trend for fall, or a condition 
that will prove detrimental to their 
popularity later on, remains to be 
seen. Robert Doolittle, manager of 
S. L. Bird & Sons, reports that he 
will offer cordovan in brown and 
black for the young men’s favor and 
believes he has picked the winner. 

It is generally believed that black 
will be a much stronger seller this 
fall than for several seasons back. 











CLEVELAND 














Trade Holding Up Well 


USINESS in Cleveland this 

summer has not run to form 
of the past mid-seasons, in that 
there has not been a mid-season 
slump of the usual proportions. 
True, there has been a falling off in 
sales during July and August, but 
the decline has not been so great as 
it has been in past mid-seasons. 

There are merchants in the down 
town shopping district whose sales 
during July and August were as 
good as they were in June and May, 
but this is counterbalanced by the 
fact that those months were cool and 
the buying season was backward. 
Weather that we generally have in 
March and April prevailed here 
during May and June. 

Men long in the trade here report 
that the exceptional mid-season is 
due to the fact that persons here 
buy shoes just as they need them, 
and that when vacation comes they 
are without seasonal shoes. That 
means buying for vacation wear. 


Around Aug. 14 an-increase of 
business was experienced by mer- 
chants canvassed. There is some 
buying for fall. Mothers are looking 
about for school shoes, and girls who 
have been wearing a certain color 
of shoes want a change of color. 
This has caused demands for blonds, 
which were the rage here practically 
all summer, to drop off, and has 
brought black shoes into great 
popularity, particularly suedes for 
dress in both black and brown. 

Sales representatives of shoe 
manufacturing houses stationed here 
assert that there has been a quick- 
ening of buying by merchants. These 
purchases are running slightly heav- 
ier than they did at the same time 
last vear. . 

Merchants are set for a better fall 
season than they had a year ago, and 
1925 was not so bad. 
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i H The Becbe Leathers include Corona I 

\ ii Patent Colt and Sides, Viei Kid. I 

I } Ayer Chrome Calf Linings, Sheep- t 
i di skins, Suede Calf, Grain Calf. 

i Side Leathers, Splits, Satins and I 

i Shoe Fabrics a 
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| (OXOHROME Calf Linings ate the standard, for which y 

if there can be no substitute in truly honest footwear. : 

rf Nobody questions its superior appearance, and its wear- 8 

|i ing quality is far greater than that of bark tanned stock. - 

There has never been a shoe lining developed which 4 

successfully takes the place of Chrome Calf, where ap- 

pearance and general high satisfaction to the wearer are \s 

first considerations, st 

Vi 

AYER CHROME CALF LININGS have been the standard . 

for twenty-five years. There are selections for every in 





grade of shoe. 





LUCIUS BEEBE & SONS, INC., BOSTON, MASS. 


~ BEEBE LEATHERS 
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| BALTIMORE | 


Clearance Sale Continues 
ib retail shoe trade was fur- 








ther stimulated in the last 
two weeks by continued slashing of 
prices. Although merchants here 
have made every effort to dispose 
of summer footwear by offering 
greater reductions than heretofore, 
white shoes lagged and as a result 
more white goods will be carried 
over this year than last. Most 
stores have disposed of their col- 
ored kids however. There is no 
doubt as to the fact that the col- 
ored kids cut into the white season 
and are to a great extent respon- 
sible for the lagging white season. 
The semi-annual sales are now 
about completed and fall styles are 
being advertised and brought to the 
foreground. Fall footwear will not 
take on any radical changes and 
black will be the outstanding fea- 
ture in the coming season. Patent 
will lead in the style array. Black 
and brown suede, black satin and 
tan calf will be much in demand. 
Brown kid will receive more recog- 
nition as will matt kid. According 
to predictions, the extreme high 
heel will be superseded by the 17/8 
and 18/8, also the 12/8 to 14/8 in 
the box heels. Several dealers be- 
lieve that straps and strap effects 
will be good as well as the novelty 
oxfords and step-ins. There will 
be more light weight welt soles 
sold this year in the Cuban and 
block heels. Reptile trimmings in 
shoes are being shown and are ex- 
pected to take well. 


Among the new shoes are patent 
with blond piping, . also golden 
brown with the same piping. Sev- 
eral shoes have the center and ankle 
straps. Other styles are reptile 
vamps with gored bows and brown 
kid quarters and a golden brown 
kid trimmed in genuine grey lizard 
in the one strap D’Orsay cut. 


| LOS ANGELES | 


Clearance Sales Successful 


LEARANCE sales are drawing 

to a close. Most of the stores 
report very successful clean-ups. 
Here and there are seen evidences 
of new shoes included to tone up 
the sales offerings. Prices in the 
clearances have ranged from $3.85 
upward to $12 and $14. It is rather 
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H. W. Mansur Leads in New England Shoe and Leather 
Golf Tournament 


Boston, Aug. 17—That the an- 
nual New England Shoe and Leather 
Golf Tournament has established it- 
self in the affections of the industry 
was proved beyond doubt today 
when the second tournament was 
held on the course of the Wollaston 
Golf Club at Wollaston, a suburb of 
this city. Some 140 players, more 
than last year, teed off during the 
day in foursomes and twosomes, and 
close contests were the rule rather 
than the exception. 

In addition to the 18 holes on the 
course, there were ten prizes to 
shoot at—cups having been offered 
for the best and second best gross, 
the best and second best net, the 
best net score turned in by a mem- 
ber of the shoe trade, and the second 
best net in the same division; the 
best net and second best net in the 
leather trade; and the best net and 
second best net in the allied trades. 

All the net scores had not been 





compared at the time of going to 
press, but the best net for the day, 
carrying a prize of a handsome sil- 
ver cup, was turned in by H. W. 
Mansur of the Pfister & Vogel 
Leather Co. His net was 67, gross 
being 81 with a 14 handicap. To 
Mr. Mansur also, of course, went the 
prize for the best net in the leather 
trades division. 

The best gross of the day was 
turned in by R. V. Dean of the 
Whitmore-Tirrell Shoe Corporation 
of Weymouth, Mass. Mr. Dean sank 
his last put for a gross of 77. 

In the contest for the second best 
gross two men tied with a 78. They 
are L. P. Gutterson of the leather 
firm of H. E. Gutterson & Co., and 
Karl Mosser of the Armour Leather 
Co. 

Other net scores will be announced 
in the next issue of the BooT AND 
SHOE RECORDER. 





surprising to see some of the stores 
catering for exclusive trade offer- 
ing novelties at $3.85 and $5.85. 

Vacation season has_ slowed 
things down considerably. The 
vast crowds along Broadway are 
missing. The lure of the seashore 
and mountains have caused a 
marked drop off in immediate sales. 

The consensus of opinion is that 
white shoes are almost a complete 
nonentity in the final accounting. 
Some merchants say the falling off 
will reach 50 per cent. One dealer 
declares that whites are a “flop.” 

Fred E. White of the Bootery at- 
tributes the falling off in the sale 
of white shoes to the inroads made 
by colors. “Another reason is that 
we had a big white season last year. 
It seldom happens that two big 
white seasons follow each other. 
People carry their white shoes over 
and wear them the second year,” he 
says. “That is also true of comfy 
slippers. I have noticed that a big 
season on slippers is followed by a 
low ebb the following year.” Asked 
his opinion on fall styles and leath- 
ers, Mr. White predicted patents, 
trimmed, and perhaps plain in some 
quantities. “Look out for black 
satins,” he said. “Reptiles in solids 
will be slow but reptile trims will 
be good.” 

Style authorities say that suedes 
will not take any strong hold in 
California. Neither will black 
shoes displace the light and airy 
effects in colors and reptile trims. 


In this open-air country shoes will 
remain light and airy, say the 
knowing ones. 


Stendal Back from Trip 


MINNEAPOLIS—C. M. Stendal, pro- 
prietor of two Loop shoe shops, and 
Mrs. Stendal are back from a 30- 
days’ trip West and to Alaska. C. 
M. gained several pounds and Mrs. 
C. M. gained the impression that 
there is no place like home. Inci- 
dentally they found on their return 
that by slipping in a display of shoes 
in the window of a vacated building 
enjoying a double frontage with 
their Tenth Street shop, business in 
this shop has doubled. 


Display Loving Cup 
NEW YorRK—The Walk-Over shop 
at Broadway and Fortieth Street, is 
displaying, in its show window, the 
silver cup won by the New York 
Walk-Over stores at the New En- 
gland Shoe & Leather Fair. 


New Crossett Sales Branch 


CLEVELAND—The Lewis A. Cros- 
sett Co. of North Abington, Mass., 
has opened a sales branch here with 
offices at 257 The Arcade, which has 
become the headquarters of shoe 
salesmen. A. Silberberg, who is 
well known to the trade in Cleveland 
and Northern Ohio cities, is the rep- 
resentative. 
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These Are Repeaters—Put Them In Your Stock 


Every mail brings in orders Our stocks of these styles has 


and re-orders on these partic- been replenished. I am sure 
that you need not hesitate tc 


ular models. They are prov- : 

, : : . put them in your stock, too, 
ing exceptional sellers, with with seal peck 

the call coming in from all P Sincerely, 

quarters, ; aw Geo. M. Rosen, Gen’l Mgr. 


Pauline 
Patent, Tri-tone Combination Sad- 
die of Schmidt’s Stroller Calf and 
3-tone Snake. 
Patent, Two-tone Stroller Tan and 
Parchment Kid Saddle, Stroller 


Tan Heel. 
$3.60 
Mauvette Brown Ooze Calf, Two- 
Gloria tone Stroller Grain Calf and Strol- 
Patent Leather, Black Iguana ler Tan Kid Saddle. Marilyn 
Trim, Spike and Cuban Heels, A-B-C. latent Leather Opera 
Black Satin, Black Iguana Trim. 34.00 Black Satin 
$3.60 Black Velvet 
Mauvette Brown Ooze, Schmidt’s Spike and Cuban Heels, A-B-C 
Stroller Grain Calf Trim. $3.60 
Spike and Cuban Heels, A-B-C. 
$4.00 


MERCHANTS Am SHOE COMPANY 
57 Lincoln Street ene Boston, Mass. 














IN STOCK NOW 


NEW FALL STYLES fg. & NEW LOW PRICES 


THE PRODUCT OF MP a ae D SAMPLES SENT 
OUR NEW FACTORY “ae stil zx AT OUR 
AT ANNVILLE, PA. * EXPENSE 


Tan Calf three eyelet tie, tan lizard 
tongue and saddle. 


4549 8% to 11 $2.05 

5549 11% to 2 

6549 2% to 6 broad toe 

7549 2% to 6 medium tue 

Same in patent leather. with black 
izard tongue and saddle. 


LENOX WELTS 


WEIMER 3108% Child’s Patent Leather Rub- 
ber Heel Oxford, 4 to 8....$1.60 
41098% Child’s Patent Leather af 
WRIGHT & ber Heel Oxford, 8% to 11.. 1.90 
5109 Misses’ Patent Leather nol 
ber Heel Oxford, 11% to 2 2.25 


LENOX TURNS WATKIN CO. $108% Child's Tan | Cait Rubber aN 


Tan Calf Button, : to 5 


Tan Calf Button, 4 to 8 a 4108% Child’s Tan Calf Rubber Heel 
23 Pat. Colt Dull Top Button, "3 39 South Second St. Oxford, 8% to 11 1.90 


» 5 1.25 }- : 5108 Misses’ Tan Calf Rubber 
Pat Golt’ Duil Top Button, 4 P. hiladelphia Heel Oxford, 11% to 2.... 2.25 


50 
SAMPLES SENT AT OUR 
a one eee ae EXPENSE eT 


Loathete. 
Sole Distributors for New York City and Vicinity 
MERRITT ELLIOT & CO., 132 DUANE ST., NEW YORK CITY 
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Shoe Production Speeding to 
High Level 


Trend to Better Grades Reported in Many Centers 


machinery and outputs that are larger than for some time past. 


New orders, nat- 


GS nae factories continue busy. Reports from all producing districts tell of humming 


urally, have fallen off, since retail merchants have made provision for their early 


requirements. 


Later business will develop when reorders begin to come in. 


Blacks still 


hold the lead in the production of women’s shoes, with patent leather the favored, mate- 


rial. 


Welt business in women’s footwear is larger than for several seasons. 


In some 


quarters there is a feeling that blacks may be overdone before the season is finished. 
New patterns are coming out, but they all show a certain simplicity of line, although the 


new fall shoes are far from plain. 


“jazzy.” 











LYNN 














Blacks Strong; Welts Gain 


YNN is down to brass tacks in 

shoemaking, and is getting out 

a whale of a lot of shoes this Au- 

gust. Production conditions never 

were more advantageous, and shoes 

never were made fastcr and finer 
in Lynn. 

Blacks are running stronger. 
Welts are gaining in all grades. 
Oxfords are in larger demand. 
Styles are simpler, but sales in- 
crease. Manufacturers pause not 
to wonder why sales increase with 
styles simpler, but keep on sewing 
shoes as fast as ever they can. 

More blacks are being made in 
Lynn shops than in any pcriod since 
before the war. When blacks came 
into prominence, in late June, most 
makers thought they were wanted 
just for filling in stocks. Now 
blacks are the big style of the mo- 
ment, and blacks are forecasted as 
favorites for fall. 

Patents lead by far in blacks. 
Most of them are trimmed with rep- 
tile leathers of various color toncs. 
More black suedes are being made. 
Novelty tips, including wing tips, 
of black grain calf, or of black- 
toned reptile leather, are on some 
of these shoes. Even the dullest 
of blacks, the mat blacks, have ap- 
peared. 

Some makers are bothered by 
blacks, thinking there are too many 
of them. Others are sitting tight 
on blacks, and are waiting for the 
flappers to decide when they will 


chose’ gay colors again. Some are 
saying that this run on blacks is 
so strong that it will bring about 
the wearing of more black stock- 
ings, particularly when black suede 
shoes are worn. 

The gain for welts, first reported 
in better grade lines, has now 
spread to all grades. One maker 
of smart novelties is making five 
times more welts than a while ago. 
Buyers were here last week asking 
for welts. A style of welts brings 








Shoe Production Gains 


Production of boots and 
shoes during the month of 
June, 1926, amounted to 24,- 
889,460 pairs, as compared 
with 23,128,733 pairs in May, 
the Department of Commerce 
announced. 

The June production in- 
cluded 6,542,215 pairs of men’s 
high and low cut, leather 
shoes; 1,652,120 pairs of boys’ 
shoes; 8,546,428 pairs of wo- 
men’s shoes; 2,805,029 pairs 
of misses’ and _ children’s 
shoes; 1,849,678 pairs of in- 
fants’ shoes; 390,187 pairs of 
athletic and sporting leather 
shoes; 257,847 pairs of shoes 
with canvas, satin, and other 
fabric uppers; 213,208 pairs 
of leather slippers for house 

- wear; 1,842,817 pairs of part 

leather slippers for house- 
wear; 789,931 pairs of all 
other leather or part leather 
footwear. 

















Decorations must be neat, but not particularly 


edges of soles into view again. 
Makers have improved processes of 
making welts, as well as improved 
the styling of welts. 

Oxfords also are gaining. Sales 
of eyelets, always used for fasten- 
ing oxfords, have steadily increased 
in Lynn during this summer. Eye- 
lets are visible or invisible, and, if 
visible, are round, square, oblong 
or triangular. Novelty laces go 
with them. 

Development: of colors, in new 
strength, when it comes will be on 
the brown tones. Some makers 
complain of difficulty in getting 
browns to match stockings of pres- 
ent colors. 

A new idea in pumps is to carry 
a strap across the throat, to make 
a vamp collar, and to button it 
down to the sides, with one or two 
buttons. 

Prices in Lynn are. stronger. 
Asking prices on some leathers are 
up two cents a foot, and this in- 
cludes patents for uppers, sheep 
for linings, and sole leather for 
bottoms. A number of Lynn firms 
were lucky enough to buy leather 
before the rise. 

New styles cost more to make. 
Some new oxfords, cut as high as 
60 ft. to the case, whereas some 
pumps cut as low as 40 ft. This 
figures out as much as $10.50 a case 
advance in prices, for new oxfords 
as compared with simple pumps, 
the shoes being made of leather at 
new asking prices. 

Last modelers say that new 
styles adorn the natural beauty of 
the foot, draping the foot, by cov- 
ering it all over with leather. 
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METL-TONE 


process has made it pos- 
sible to develop a new 
and wonderful leather 


“STARDUST” 


Samples are ready for 
mailing 


Uniquely b e ciel 


“GLOWWORM” 


pattern will dive that 
style touch you need 


Sample vur 
“ATLAS KID” 
“EBONY CABRETTAS” 


BOTH SURPASSINGLY 
GOOD LEATHERS 



















smartest 
shoe shops 


Zip-Ons now form a logical, 


profitable sideline 


HILDREN and Zip-Ons go naturally to- 
gether. 


When selling children’s shoes during the 
fall and winter months in many shoe stores 
and shoe departments, Zip-On Leggings are 
brought out at the same time for the mother 
to see. 


She notices their smart appearance. She 
tries the Hookless Fastener for herself—and 
is enthusiastic at the easy prospect of no more 
buttons to button or sew on. It is just that 
trial that makes the extra sale, with its extra 
profit. 


Only the original Hookless Fasteners that 
can be bent and twisted without damage are 
used in genuine Zip-Ons. Their sturdy con- 
struction defies the strain of children’s hardest 
play and assures you of your customer’s satis- 
faction. 


Made of Waterside Corduroy and Waterside 
Suede. Like—as well as Jersey Cloth and 


“Moleskin—Zip-Ons are trim, attractive and 


built for longest wear. 











ge 


BOSTO 
63 SOUTH STREET 


_ When writing to advertisers please mention Boot ann SHoE REcoRDER 
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LEGGINGS 


How.etr & HocKMEYER Co., 
Fifth Ave., Cor. 26th St., N. Y. Sales Agents. 
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HAVERHILL 


Better Grades on Call 


OCAL factories have not reached 
the rush point, but the 
the larger manufacturing establish- 
ments report good business and 
bright prospects. The better grades 
are moving better with a corre- 
sponding decline in the call for 
cheap merchandise. Welt lines 
continue on the ascent and are re- 
garded very favorably for an ex- 
tended run. The early fall business 
finds patent and kid leathers lead- 
ing. Oxford and strap patterns 
appear in about equal prominence. 
Patterns continue to be fancy but 
not gaudy. No decided trend to the 
plain, staple types of footwear is 
anywhere indicated. 

That the new season will find 
black way: out in front is unde- 
niable. Blacks predominate as 
never before, with patent kid, and 
velvet being cut in volume. More 
black kid shoes than in several sea- 
sons are predicted. The return to 
blacks is believed by many local 
manufacturers due to the fact that 
the market was flooded during re- 
cent seasons with the new light 
shades that have not proved prac- 
tical for general wear, being easily 


soiled, spotted and made displeas- 
ing to the eye. 

In shoe decoration, cut outs are 
numerous, as also are panels and 
appliques. Beading is used in many 
of the fall lines as also are buckles 
and leather novelties. 








‘BROCKTON | 


Production Rate High 


OT in nineteen months have 

Brockton and Old Colony dis- 
trict shoe factories reached the 
point in production where their 
outputs have compared with those 
of the past ten days. With but 
three exceptions, there were steady 
gains in turnout of work, and or- 
ders on hand indicate that this con- 
tinued activity will prevail until the 
middle of October, at least. There 
is a keen spirit of optimism which 
has not prevailed for many months, 
at least in the hearts of those man- 
ufacturers turning out the cheaper 
grades of shoes. For the larger 
number of manufacturers—makers 
of the better grades—there is a 
tendency to be a bit conservative, 
but there are some who are very 
hopeful and venture the prediction 











local factories very busy. 
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that the late summer and early fall 
period will be one of the busiest 
in many months. 

There are quite a few salesmen 
in the field who are finding retail- 
ers showing an inclination to take 
more chances rather than follow- 
ing the. hand-to-mouth policy, and 
they have returned some good or- 
ders. Manufacturing for the job- 
bing trade is very brisk, although 
some manufacturers report there is 
a growing demand for more styles, 
particularly in men’s lines, than 
has been the run in the past few 
years. 

Cutting of tan skins continues to 
show colors will go strong for early 


Artificial Sunlight 

That artificial sunlight ma- 
chine of 325,000,000 cp. used 
in filming movies, is bigger 
than the artificial sunlight 
machine with which tanners 
at Peabody, Mass., are experi- 
menting. The tannery ma- 
chine is used, in an experi- 
mental way, for sunning pat- 
ent leather. Tanners have to 
put patent leather in the sun, 
to get the right gloss on it. 
Old Sol sometimes goes on a 
strike and hides behind the 
clouds, and no mortal power 
can tempt him forth. But an 
artificial sunlight machine is 
always on the job. 


fall. There are not so many good 
blacks being made up as tans as far 
as men’s lines go, but in women’s 
offerings, the two are running fair- 
ly even. Shoes in dark tan combi- 
nations, tans and reptilian and 
blacks with reptilian trims are go- 
ing through local plants in good 
numbers. There are some suedes, 
but patents continue to show popu- 
larity. F 





| MILWAUKEE 


Orders Placed With Confidence 


USINESS in Milwaukee shoe 
manufacturing circles is very 
good at present. Dealers are plac- 
ing fall orders with a degree of 
confidence which promises to keep 
Early 
fall lines are meeting with very 
satisfactory response, and plans for 
later fall styles are going forward 
rapidly. 
In men’s shoes, colors still pre- 


73 


dominate although the trend is to 
darker shades of tan. The Weyen- 
berg Shoe Manufacturing Co., mak- 
ers of men’s popular-priced dress 
shoes, is now introducing a new 
shade called oxheart which illus- 
trates the darker trend. In pat- 
terns, a tendency to somewhat 
sporty types is in evidence in some 
popular-priced lines, while higher 
grade shoes are drifting to narrow- 
er, more conservative patterns. 

A seasonal rise is being noted in 
the leather industry, and local tan- 
ners are pleased with the year so 
far. One firm reports an increase 
of 10 to 15 per cent over last year 
for the past two months. The gen- 
eral trend is to darker shades but 
the lighter range is still leading at 
present in the line of calf leathers 
that are featured by local tanneries. 


a BOSTON | 


Factories Continue Busy 


HE shoe factories in and 

around Boston are busily en- 
gaged in getting out orders for im- 
mediate delivery and September 
dates. Some report that they have 
enough business to keep the wheels 
of their plants whirring until the 
middle of October. A house mak- 
ing many sport specialties for men 
and women, with a capacity of 
about 300 pairs a day, has a 5,000- 
pair rush order in the works. Very 
few of the salesmen for New Eng- 
land houses have started out on 
long trips, which indicates that 
their factories are not in need of 
immediate business. Some sales- 
men are taking short trips to near- 
by New England sections, and after 
Labor Day there will be a general 
exodus of shoe travelers to their 
various territories. 

Women’s shoes coming through 
the works show a less tendency to 
sandal types—more material being 
needed in their construction, and 
many are built on more substantial 
lines than formerly. Shoe whole- 
salers are showing many novelty 
patterns. Grays in two blending 
tones of leather are shown beside 
the blacks and browns. 

In men’s shoes, about 45 per cent 
of the production in the better 
grades are in black—the other 50 
per cent in medium tans, and about 
5 per cent in wines and lighter tan 
shades—the trend in all grades is 
toward darker tan. 

Shoe manufacturers are in the 
market frequently — some every 
week, and a few every day. Leather 
salesmen are working for accounts 
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Offer Your Customers This 
New Buckle! 


Designed especially for ladies’ oxfords. Gives 
a trim, stylish effect and is practical as well. Will 


Descriptive Folders and Samples on Request. 
Distributed by Findings Jobbers 
MADE BY 


AMBECOR CORPORATION 


321 BROADWAY, NEW YORK CITY 





Working principle of 
the “Eagle Grip” 
buckle 


HOW TO USE: 
Open cover and 
slip laces in slot; 
gather laces under 
cover and close. 























IMPORTED—ENGLISH 
Riding Boots 
IN STOCK 


Perfect fit and perfect shape are 
the characteristic features of 
these British boots—made of 
long time tanned and so durable 
and flexible stout leather—and 
put together by real boot makers 
who have put a life time into this 
work. 











MEN’S 
16.50 PAIR 


Sizes 5% to 11 
Widths B to E 


WOMEN’S 
14.50 PAIR 
Sizes 3 to 8 

Widths A to D 

We carry all riding accessories, boot trees, boot hooks, 


boot jacks, non-rust spurs and chains. 
Also—leather puttees in large variety. 


COLT CROMWELL CO., Inc. 
596 BROADWAY NEW YORK, N. Y. 
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TRACE MARK REG. U.S. PAT. OFFICE 
Chrome leather sole, wedge 
heel, light counter. 


No. 3251—Tan Elk: 3254, 
Smoked. Infants’ 2-6 $1.80. 
Child’s 5%-8 $1.90. Child’s 
814-11 $2.00. In-Stock. 

Send for Catalog. 


are genuine hand-sewed moccasins, expertly made, of best 





Berkshires 
quality materials, for appreciative custom. 


BERKSHIRE f2*%.. Holliston, "Mass. 





























Pacifico Coast Office, 2015 Shattuck Ave., Berkeley, Cal. 











-_.BOUDOIRS 


I am striving all the time for improye- 
ment in my boudoirs but I confess my 
years of experience do not suggest where 
improvements are possible. The trade 
know my line to be surpassingly good. 
Shipments from stock. 


A. W. GREELEY 


Manufacturer 
Haverhill Mass. A 











IN STOCK 


Rhinestone Trimmed 
Pump Straps 





IN PATENT, SATIN AND COLORED LEATHERS—$9.00 
PER DOZEN PAIRS. ALSO IN PLAIN PATTERNS AT 
LOWER PRICES. 


Laing, Harrar & Chamberlin 
43 N. THIRD STREET 
PHILADELPHIA, PENNA. 








GROPING IN THE DARK 


Time was when the purchase of advertising space was 
a “blind groping in the dark.” Advertisers had no 
means of checking a publisher’s statement of circulation 
and often these fgures were unreliable. 


In six years the Audit Bureau of Circulation has 
solved this perplexing problem. By a systematic analysis 
of distribution and methods this organization is able to 
supply just the data an advertiser needs. The darkness 
is dispelled and the bright light of verified facts takes 
its place. Space buyers no longer find it necessary to 
grope in the 

There are no dark spots in the Boot and Shoe Recorder 
circulation. Our records are audited by the Audit 
Bureau of Circulations. 














When writing to advertisers please mention Root ann SHor Recorver 
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as intensively as are shoe salesmen. 
Leather prices are holding firm— 
they have not advanced, in many 
cases, since a month ago. 

The buying and selling of leather 
and shoes is today carried on in an 
intensive manner. There is a de- 
cided sharpness to trade; quality 
and prices are carefully watched 
by the buyer, while the financial 
status of the buyer is as carefully 
watched by the seller. In the opin- 
ion of a manufacturer of men’s 
medium grade shoes basically, foot- 
wear for men, women and children, 
is lower priced this season than 
last—additional costs, in his opin- 
ion, being brought about by fancy 
patterns. 











ST. LOUIS 

















Big Business Continues 


J) USINESS in the St. Louis 

wholesale and manufacturing 
district continues to be big. Re- 
ports from a number of the whole- 
sale houses on Washington Avenue 
are to the effect that the present 
market season is the biggest ever 
experienced. Merchants are in the 
market by the score, brought here 
by the enormous St. Louis Fashion 
Pageant. The quantities being 
purchased are not large but equal 
those of past seasons. With the 
constant change of style the old 
time six months’ buying period is 
a thing of the past. Good orders 
are coming in from men on the road 
and August will, undoubtedly, be 
one of increased shipments over the 
same month of a year ago. 

Everything seems to be selling in 
the selection of merchandise. Pat- 
ent leather, of course, leads all 
other materials, but such novelties 
as reptile and kid, and special men- 
tion was made of black satin, are 
all reported good. 

W. H. Lampe Shoe Co., St. Louis, 
report an increase of capital from 
$200,000 to $300,000, made neces- 
sary because of the increase of over 
25 per cent in their business this 
year. All stock has been subscribed 
for. 

William J. H. Anschuetz, the new 
secretary and treasurer, who was 
for many years associated with 
Johansen Bros. as secrctary and as- 
sistant treasurer, has assumed his 
duties and will relieve W. H. Lampe 
of the financial responsibilities. 
This will enable Mr. Lampe to de- 
vote his entire time to the produc- 
tion and sales departments. 

Several changes have been made 
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in the salesforce with a view to in- 
creasing their territorics. The new 
addition to their factory will be 
started in about thirty days. 


Knight Club Picnic 


PORTLAND, ORE.—The Knight Club, 
an organization composed of all of 
the employes of the Knight Shoe 
Co., was organized several years 
ago, founded on the following prin- 
ciples: To perfect the relationship 
between employer and employes of 
this retail shoe store, and to bring 
about a higher degree of efficiency, 
goodwill and fellowship. The month- 
ly dues of fifty cents per month per 
member are matched dollar for dol- 
lar by Wil! Knight and are used as a 
sick and accident indemnity. Meet- 


A. L. Prutsman, president of The 
Knight Club of Portland, Oregon 


ings are held once each month in 
addition to the weekly store meet- 
ings. 

The social activities of the club 
consist chiefly of the annual ban- 
quet, held the first week in October, 
annual Decoration Day picnic, usu- 
ally held at the beautiful estate of 
Mr. and Mrs. Knight on the Willa- 
mette river, dancing, outings and 
theater parties. 

A picnic was held recently at ‘De! 
Nadeau,” on the Lewis river in 
Washington. Two large buses, be- 
sides the private cars, were used in 
conveying the members and their 
families to the grounds. Huge ban- 
ners on the buses gave identification 
of the Knighters and their destina- 
tion. Dancing, boating, swimming 
and horseshoe throwing were en- 
joyed, as well as a bounteous colla- 
tion. 
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of the Knight 
A. L. Pruts- 


The present officers 
Club are: President, 
man; vice-president, Gus _ Liden; 
secretary, Miss Doris Olson; treas- 
urer, Miss Ninon Oakes. 


New Brauer Bros. Plant 
Opened 


St. Louis—A. J. Brauer, presi- 
dent of the Brauer Bros. Shoe Co., 
was the host at the formal opening 
of the concern’s new plant at Forest 
Park Boulevard and Sarah Street on 
Monday, Aug. 2. 

The offices of the company were 
fragrant with baskets of flowers 
from well wishers. A large number 
of visitors were shown through the 
factory. Refreshments were served 
to a number of guests. 

Offices, show rooms and factory of 
the new plant are combined in the 
three-story building. Fred Wagner, 
superintendent, has arranged the 
two floors given over to the factory 
on an efficient basis, eliminating all 
lost motion in production. Each 
group of factory operators are lo- 
cated next to the group that handles 
the process just preceding and fol- 
lowing their own. 

The very latest labor-saving de- 
vices have been installed throughout 
the factory, making the production 
of shoes under one roof complete in 
every detail. 


Red Cross Business 
Increases 


BostoN—Marcus §S. Rice, vice- 
president of the United States Shoe 
Co., in charge of the Red Cross Shoe 
Sales Division, made a brief visit to 
this market on Monday, Aug. 16, in 
company with James D. Boyle, New 
England sales manager. Mr. Rice 
reported that the Red Cross factory 
is working at capacity and that June 
and July have been the two biggest 
business months in the company’s 
history. 


Saks Stages Big Sale 


New YorK—Saks-Fifth Avenue is 
staging what is probably the largest 
shoe sale ever held in this establish- 


ment. The sale began Monday, Aug. 
16. Women’s shoes, formerly priced 
from $12.50 to $18.50 were reduced, 
for clearance purposes to the flat 
price of $5.50. Early Monday morn- 
ing the large shoe department in this 
store was crowded, and many 
shoppers were waiting their turn to 
be fitted, despite large additions to 
the salesforce. 


























() M. A. PACKARD co., 
BROCKTON _____. 





NETTLETON 
Shoes of Worth 


A. E. NETTLETON CO. 
H. W. COOK, President 
Syracuse, N. Y., U. S. A. 

MEN’S FINE SHOES EXCLUSIVELY 








Stacy Adams Co. 
Manufacturers of 


MEN’S FINE 
SHOES 


Brockton, Mass. 
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New front recently installed by the 
Paris Shoe Store in Albuquerque, 
N. M. Since moving into the new 
store, P. Matteuci, the proprietor, 
reports a gain of 31 per cent in 


business 








Organize New Slipper Com- 
pany 

NEw YorK — The Fit-Rite Foot- 
wear Company, jobbers in boudoir 
slippers, has just been organized 
here and will operate on a new plan, 
conceived by Henry H. Kessler, a 
member of the firm, which will spe- 
cialize in novelty slippers to sell ‘at 
a price.” 

Various assortments have been 
made up which will be sold at low 
prices to retailers, if the entire as- 
sortment is taken. By this method, 
lower prices are secured than would 
be possible if each style were bought 
separately. The company has put out 
its new lines, which have been heav- 
ily bought by some of the largest 
stores in the country, according to 
Mr. Kessler. 


Establishing New Heel Plant 


HAVERHILL—Fred W. Mears, this 
city, representing the United Shoe 
Machinery Corp., which operates 
five subsidiary wood heel plants 
throughout the country, is now es- 
tablishing a new heel plant at 
Rochester, N. Y. The new plant 
will be in active operation within 
a few weeks to serve the Rochester 
shoe manufacturers and shoe firms 
of Greater New York. 


Build Display on Floor 


DETROIT—A very attractive dis- 
play of men’s sport shoes and ho- 
siery was seen in the second floor 
shoe department of S. L. Bird & 
Sons. In place of the regulation 
show case so often seen at the en- 
trance to the shoe department, the 
display was built upon the floor. A 
platform about four inches high was 
covered with imitation: grass and 
the display staged on this. Regular 
display stands were used, with one 
exception, and this was a display 
stand in Cubist design which was 
placed in the center of the display. 
The unusualness of. the type of dis- 
play got it more attention than if 
a show case was used. 


Honor Posner’s Memory 


NEW YorRK—Dr. A. Posner, Shoes, 
Inc., .manufacturer of children’s 
shoes, was closed all day, Thursday, 
Aug. 12, in memory of the third 
anniversary of the death of J. D. 
Posner. A special meeting of the 
business personnel of the firm was 
held Wednesday evening, at which 
appropriate ceremonies commem- 
orated the anniversary of the pass- 
ing on of Mr. Posner. Arthur Jo- 
sephs made the principal address of 
the evening on “J. D. Posner as a 
Business Man and Social Example.” 
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Architect’s drawing of the new store just opened by H. H. 


Watson in Texarkana, Tex 


The present store was a in Texarkana by H. H. Watson 


in April, 1916. 


The store as originally opened was a very 


modest affair in size, being only 18 feet wide and employing 
two salespeople and carrying only a small stock. From time 
to time the store has been enlarged and improved as needs 
required, and today is one of the best known shoe stores in this 


entire section. 


H. H. Watson came to Texarkana from Little Rock, where 
for fifteen years he had been associated in the shoe business 
with A. B. Poe, who was the leading shoe man of Arkansas for 


many years. 








Gallun to Add to Plant 


MILWAUKEE—A. F. Gallun & Sons 
Co., local tanners, have announced 
plans for the erection of a $20,000 
addition to their present buildings 
at 1000 North Water Street, and 
work on the new structure will start 
in the near future. 

The building will be used for gen- 
eral maintenance work, including a 
machine shop, stock rooms and 
other departments of this character, 
according to Albert F. Gallun, Jr. 
It will be a one-story structure, 120 
x 120 x 88 feet. Removal of the 
maintenance departments to the new 
building will give additional space 
for the tanning of leathers and will 
mean greater efficiency in operating 
the entire plant. 


Beaded Trims 


LYNN—Beaded trims on shoes are 
new again in style, and the Lynn 
Ornament Co. says that some like 
them simple while others like them 
fancy. There is some favoring of 
fancy effects, because folks have got 
used to elaborate trims, like reptiles, 
and so want fancy beaded designs. 


Postpone Opening Napier 
Shop 


MINNEAPOLIS—S. W. Napier has 
been here from Omaha superintend- 
ing the finishing touches on his mag- 
nificent new booterie to be opened 
in the new Elizabeth Quinlan build- 
ing. He has been compelled because 
of delay in getting the finishing done 
to postpone the opening until Sept. 
1. Mr. Napier has announced that 
his brother, B. H. Napier, will move 
here from Omaha and be general 
manager of his affairs, although O. 
W. Swanson, manager of his present 
booterie, will be manager of both 
shops, as announced in BOooT AND 
SHOE RECORDER last month. Mr. 
Napier also announced that he will 
call the new shop Napier’s Custom 
Booterie, the older shop continuing 
to be known as Napier’s Booterie. 
Mr. Napier is expending thousands 
of dollars in fitting up his shop and 
aims to make it the most beautiful 
booterie in America. “The satisfac- 
tion I know will amply repay me,” 
Mr. Napier said. 





STOCK DEPT.5 


SNAPPY SNAPPY 
ACTION! STYLES’ 
“They've Cot to Be Stetson 
te Be Snappy” 
THE STETSON SHOE CO., Inc. 
Seuth Weymesth, Mass. 











HENRY LILLY CO. 
88-90 Reade St. New York 


AUCTION TRADE SALES 
of 


SHOES and RUBBERS 











— F-REYNOLDS Cow, 


BROCKTON, MASS. 








Beggs & Cobb, Inc., Boston, Mass. 








est Virginia 


Used for many years by some of 
the largest shoe manufacturers. 
Pulp Product Department 
West Virginia Pulp & Paper Company 
Detroit New York 








T. W. Gogeos, Pres. FF. B. Jones, Treas. 
W. G. Donald, Vice-Pres. 


F. E. JONES CO. 
FANCY COLORS 


MAT KID 





95 SOUTH STREET BOSTON, 








The One 
Waterproof 
Leather That 


Takes and Re- 
tains a Polish 


CREESE & COOK < co. 








Tanneries at Danversport, 85 Seuth Beston, Mass. 
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Swan Shoe Co., Baltimore, Md. 








Highest Grade Turn 
Mules and D’Orsays. 


Satins, Kids and 
Fancy Patterns. 


Samples sent on 
uest. 





THE FASHION SLIPPER MFG. CO. 
66 Myrtle Ave., Brooklyn, N. Y. 











PARISTYLE FOOTWEAR MFG. CO., INC. 


41-45 Washington A we Brockiva, M.. Y. 
New York Office, Room 1116, 1328 B’way. 


HIGH GRADE TURN MULES and D’ORSAYS 
Satins, Kids, Brocades and Fancy Patterns. 
$24.00 per doz. and Up. 





Fer the 
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Better 
Grade 
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BEST-EVER 
Soft-Sole Leather 
teudoirs and Novelty 
Kimone Sandals 
Write for Prices 
BEST-EVER SILPPER CO., inc., BROOKLYN, N. ¥. 








Novelty Slipper Co. 
Makers of 
Boudoir Slippers of the 
Better Kind 


121-131 West 19th Street 
New York City 
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MAZER BROTAERS 
Newest Importations 
{ Cut Steel and Rhinestone 


SHOE ORNAMENTS“ 
Studded Heels 
6°8 W.22nd St.New York,N. 


CEON WEIC 


LOUIS J. COBLENTZ, Mgr. 
Marbridge Blidg..New York 


IMPORTED BUCKLES 


From our own Paris Works 


BOOT AND SHOE RECORDER 


Roose Given “Send Off’’ 


DUBUQUE, IowA—Walter C. Roose, 
President of the recentiy reorgan- 
ized Capital City Corporation, Au- 
gusta, Me., and until recently sales 
manager of E. B. Piekenbrock & 
Sons’ Company, Dubuque, Ia., had a 
surprise party “pulled off on him” 
on the evening of Aug. 3. This is 
how it happened — Sales Manager 
James Piekenbrock and Walter Roose 
had a golf date to play together on 
that night, and Mr. Piekenbrock was 
to meet Mr. Roose at the home of 
the latter. Anticipating leaving Du- 
buque in a few days, Mr. Roose had 
all of his clubs and clothes at his 
home, so he piled them all into Mr. 
Piekenbrock’s car, and then got in 
himself. Mr. Piekenbrock  an- 
nounced that he must first go to the 
gasoline station, as he needed water, 
and wanted air for the tires. He 
then drove around for Secretary and 
General Manager Anton E. Pieken- 
brock, and for President E. B. Piek- 
enbrock, saying, “E. B. had’ to be 
taken somewhere.” Mr. Roose re- 
lates that he was getting more 
peeved all of the time, but that it 
wasn’t his car, so that he could not 
say anything. At last, Mr. Pieken- 
brock turned into the Shooting Park 
Club grounds — there was no one 
there. Even then Mr. Roose “did not 
wake up,” he says, but in a few min- 
utes 18 other Piekenbrock execu- 
tives and he sat down to a chicken 
dinner, superintended by Vice-Presi- 
dent and Director Burney Pieken- 
brock, who, Mr. Roose says, has “a 
wonderful reputation for acting the 
host and doing it better than any- 
one I ever saw arrange a dinner.” 

President Piekenbrock made a few 
farewell remarks, and in behalf of 
the company, presented Mr. Roose 
with a wrist watch. Director A. F. 
Heeb told, in happy vein, of his ex- 
periences as a fisherman, and of 
other incidents which added to the 
enjoyment of the occasion. There 
was dancing and music. Mr. Roose 
states that while the surprise party 
was most pleasurable, nevertheless 
the occasion was also a rather sad 
one for him, as it was tinged by the 
thought that he was leaving many 
very dear friends. He has now as- 
sumed his duties at Augusta. 

This is the dinner party line-up: 
Miss Estella Wickham, credit dept. 
manager; Miss Gertrude Manders, 
Mr. Roose’s secretary; Miss Eleanor 
Wickham, filing clerk; Miss Sadona 
Shores, billing clerk; Miss Ruth 
Rosauer, bookkeeper; E. B. Pieken- 
brock, President; A. F. Heeb, direc- 
tor; Anton E. Piekenbrock, secre- 
tary and general manager; B. A. 
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Piekenbrock, vice-president and di- 
rector; James E. Piekenbrock, sales 
manager; Joseph Poire, assistant 
superintendent; Albert Poire, stitch- 
ing room foreman; Stanley Oldham, 
making room foreman; Al Johnson, 
packing room foreman; Roy Remy, 
sole leather foreman; Frank Huels- 
mann, stock department manager; 
Jake Le Conte, packing room fore- 
man; William Waring, assistant 
stock room manager. 


Organize to Boost Brockton 


BrockTtoN—After many attempts, 
the municipal and civic committee 
named by Mayor Harold D. Bent to 
boost Brockton and its products— 
almost entirely shoes—finally has ef- 
fected organization with the ap- 
pointment of Mayor Bent as chair- 
man. For several weeks Mayor 
Bent has sought to have one of the 
many influential shoe men on the 
committee take the chairmanship, 
but they have refused, claiming 
mostly press of business. 

The object of the campaign is to 
“unite the people of Brockton into 
one solid body of believers in the 
city’s future, basing their faith on 
a past of successful accomplishments 
and a present full of opportunities.” 

Other officers of the committee 
are: first vice-president, Bernard 
Saxton; second _ vice-president, 
Harry C. Briggs; secretary, John M. 
Long, secretary of the Joint Shoe 
Council; treasurer, Isaac S. Kibrick; 
finance committee, John S. Kent, M. 
A. Packard Shoe Co.; William E. 
Doyle, Doyle Shoe Co.; F. Harold 
Tolman, Tolman Print, Inc.; John E. 
T. Fraser and Charles J. Linehan. 


Hand Tooled Leather 


MILWAUKEE—Hand tooled leather 
for shoes has been introduced by the 
Racine Shoe Co. of Racine, Wis., and 
is creating considerable comment and 
enthusiasm in local manufacturing 
circles. This plan of using hand 
tooled designs similar to those used 
on women’s hand bags and other 
leather articles has been tried out 
by the Racine firm, and is being met 
with very fine response. There is 
every indication that the idea will 
be used more extensively in the 
future. 

The leather is cut for the shoe and 
is then hand tooled before it is made 
up. The work has been done on 
calf leathers made by the A. F. 
Gallun & Sons Co. of this city, as it 
is claimed that vegetable tanned 
leathers are especially suited to the 
process. 
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Unique Style Brochure 


New YorK—A unique bit of di- 
rect mail advertising for dealers has 
been devised by I. Miller & Sons, 
Long Island City manufacturers, 
and samples are now being sent to 
all Miller agencies. The mailing 
piece is about 7 by 12 inches in size, 
printed by a special French process 
and is folded into a brochure of stan- 
dard envelope size. It ties up with 
the new style program launched by 
the Miller Firm and the samples 
show a number of shoes, which, how- 
ever, have been inserted only for il- 
lustrative purposes. When the dealer 
orders these folders, cuts of the ac- 
tual shoes he has purchased are in- 
serted. 

The introduction to the brochure 
reads as follows: 


What Shoes for My Costumes? 


Once fashion went to our heads. 
Now it goes to our feet. As hats grow 
plainer, shoes grow more elaborate. 
No smart woman today wears merely 
clothes. She wears a carefully planned 
complais costume. The shoe, like the 
hat, must match this costume. 

Study your wardrobe and your so- 
cial requirements. Then come to our 


shop and you will find appropriate slip- 
pers created by I. Miller for every oc- 
casion and every type of costume. 


Three Brockton Outings 


BrRocKTON—With the object to ce- 
ment closer relationships between 
executives and employees, three 
Brockton concerns held successful 
outings recently. The Field & Flint, 
Inc., conducted its outing at Fort 
Phoenix, Fairhaven, with more than 
600 attending. A program of sports 
and a shore dinner featured the day. 
Selections of Miss Korrect Shape, 
trade mark Field & Flint advertis- 
ing poster girl, brought the honor 
to Miss Myrtle Coleman. 

The outing of the’ London Charac- 
ter Shoe Co. at Crescent Park, East 
Providence, was the first ever con- 
ducted, and from the success of the 
affair, others are certain to follow. 
After a shore dinner, Allan MacKin- 
non introduced Harry T. Wright, 
vice-president and manager of the 
factory, who spoke of the value of 
the friendly cooperation such events 
can effect. J. Henry Locke, super- 
intendent, also addressed the gath- 
ering. Selection of Miss and Mr. 
“London” created a great deal of in- 
terest. George E. Wright was gen- 
eral chairman of the committee. 

Executives of the Diamond Shoe 
Co., together with office employees 
and members of the firm from New 
York, made up a happy party which 
went to Green Harbor for an after- 
noon of play. 
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Guessing Contest Sells 480 
Pairs of Oxfords 


It cost the Buster Brown Shoe 
Store of Eugene, Ore., $16 to sell 
480 pairs of oxfords that they were 
anxious to dispose of. This was 
accomplished by the means of a 
guessing contest. A sign in the 
window, which read, “There is a 
pair of mis-mates in this window— 
the person guessing the pair will 
receive the shoes or equivalent in 
merchandise,” was the only bit of 
advertising used. All shoes in the 
window were numbered from 1 to 
50. Any person wishing to enter 
the contest had only to write his 
name, address and phone number 
and the number of the shoe he 
thought was mis-mated, on a slip of 
paper. 

The window was put in on Friday 
and the next day the store was 
jammed and continued to be during 
the five days of the contest. Per- 
sons did not have to buy shoes in 
order to guess, although one quar- 
ter of them did. The shoes in ques- 
tion were simply mis-mated in re- 
gard to size, one being a 4 and the 
other a 5. Only four people out of 
the hundreds who guessed, made 
the correct answer. 


To Add New Shoe Department 


MINNEAPOLIS—The Whitney-Mac- 
Gregor department store has leased 
the five upper floors of the old 
Young-Quinlan store building ad- 
joining their own store, and in the 
tremendous expansion program, in- 
volving more than a million dollars, 
will add a fine new shoe department. 
At present a downstairs shoe de- 
partment is operated in the store, 
this being one of the 71 stocks of Al 
A. Rosenbush of Boston. This stock 
will continue and will be greatly en- 
larged under the expansion program, 
J. L. Feldman, manager, said. Defi- 
nite announcement regarding lines 
to be handled in the new department 
will be made by the store manage- 
trent soon. 


Catchy Display Cards 


DETROIT—Catchy display cards 
often create an interest in a display. 
At the Bostonian Shoe Store, 124 
Michigan Avenue, recently a card 
read: “Gentlemen Prefer Blonds.” 
One used by R. F. Fyfe & Co. reads: 
“For Young Men, and Men Who 
Wish to Be Young.” 


O WHERE TO BUY 


Women’s Novelties 





FALL STYLES 


Take the Doubt Out! 


Samples sent and returnable at our 
expense. $3 to $5 Retailers 


SAMUEL COHEN ones co. 
72-82 Lincoin St. joston, Mass. 

















B ton Viel Kid 
Stock 


Improved In 
Soft Toe: Child’s $1.!5: 
Misses’ $1.20; Women’s 
1.25. nang Tee: Child's 
25: Misses $2.30, 
Women’s $2.35. 
Also Better ¢ Grades Metropolitan Slinper Co. 
134 W. B’way, New York 


Samples on Request Everything in Slippers 








BALLET SLIPPERS—IN STOCK 
of the unusual kind 
B102 Bik. Glazed Kid, Soft Toe 
| and & if 1i—$1.35 
te 2— 1.40 
Women’ . "%, to 8—1.45 
Also Hard Toes 
SCHWARTZ & HERDER, Inc. 
Specialists in Ballet Manufacture 
241 No 1 11th Street - Philadelphia, Pa. 








IN STOCK 

BLACK BALLET SLIPPERS 
Ladies’ 
$1.25 pr. 
Misses’ 
$1.20 pr. 
Childs’ 
$1.15 pr. 

SHOE CO., INC. 





BLOG 
147 Duane St., New York, N. Y. 














Makes Oli Shoes Look New 
THE NU-SHINE CO. 
Mkt. St. Reidsville, N. C. 











QS SLEDS CASAS 


# WHERE TO BUY € 





Brass Bros. & Feinroth, Inc. 
52-56 Garden St., Brooklyn, N. , A 


Novelty a Oe agg for the 
Exclusive Trade 


Samples on request 7 








Send for illustrated 
lst of profitable 
styles carried in stock. 
H. K. Gardiner Co., Pittsfield, N. H. 











DR. CAMPBELL’S 
HEALTH SHOE 


Ask for New 
Catalogue 


Powell & Campbell 


122-124 Duane St., 











“ELAM” 
Flexible Turn Shoes 
Per the Jobbing Trade Exclusively 
F. S. ELAM ELAM SHOE co. 











~™"““WILL BUILD A BIGGER 
AND MORE DEPENDABLE 
CHILDREN'S BUSINESS, 


Agency Plan 
Dr A Posner, Sent Ine. ‘140 “atrons snooker me 














ATLANTIC PRINTING CO. 
Producers of Distinctive 
Shoe C gues and 
Shoe Booklets 
201 South Street Boston, Mass. 
Telephone, LiBerty 8673 
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Schemes That Mulct Business Men 


By Jesse H. Neal 


Executive Secretary, The Associated 
Business Papers, Inc. 


66 ADVERTISING, oh advertis- 

ing, the sins that are com- 
mitted in thy name,” a paraphrase, 
of course, but just as true as the 
original quotation. Neither is the 
use of the word “sin” inappropri- 
ate because money spent for adver- 
tising which is not advertising is 
a sheer waste, and any deliberate 
waste of wealth is generally re- 
garded as sinful. 

No one wants to waste money for 
advertising or anything else, but 
the difficulty is to detect the shams, 
to see through the clever disguises 
adopted by those who trade upon 
the good name of advertising. In- 
cidentally, advertising claims no 
special distinction in this respect. 
Every great truth, every great dis- 
covery, has its camp followers, its 
hangers-on. Every successful prod- 
uct has its imitators. Imitation ap- 
pears ‘to be one of the penalties as 
well as one of the tributes of suc- 
cess. Think of the medical frauds 
that are perpetrated in the name of 
electricity, of the innumerable 
preparations that are alleged to 
contain “vitamines.” Unfortunate- 
ly, too, many of the schemes as to 
the character of which there can be 
no question, are presented in such 
a way as to make rejection difficult. 

No man in business seems to be 
immune from approach by one or 
more of the schemes that are self- 
christened “advertising.” The 
smallest retailer as well as the larg- 
est manufacturer is confronted 
with the problem of discriminating 
between the genuine and the spuri- 
ous. Here are just a few of the 
schemes that annually take from 
American business millions of dol- 
lars, which are wrongly charged to 
“advertising.” 

Charity solicitations—where they 
ask for a straight contribution 
which is charged to advertising. 
Also programs, annuals or other 
publications where space is sold for 
the benefit presumably of some 
charity. The Chicago Association 
of Commerce has adopted an excel- 
lent slogan applicable to such cases 
—“Do not advertise to help a wor- 
thy cause—donate to help a worthy 
cause—advertise to help your busi- 
ness.” 

Fake directories. — There are 
many useful trade directories that 
serve a good purpose, but there are 
also a few out and out swindles. 
One such outfit in New York was 


recently broken up and the princi- 
pals sent to Sing Sing. 

Benefit performances—for which 
the business man is asked to buy 
tickets and to take space in the pro- 
gram. A certain amount of polite 
coercion is exercised in nearly all 
of these cases, and when the vic- 
tim succumbs, the bookkeeper gets 
another item to be charged to “ad- 
vertising.” 

Church bazaars — that operate 
with donated merchandise from 
manufacturers or retailers. The 
alleged advertising value of such: 
donations is very slight. Better ad- 
vertising and more of it could be 
bought in legitimate ways with the 
money put into donations. 

Souvenir programs or society an- 
nuals—nearly always sold through 
threats of a business boycott. The 
“advertising” value of these medi- 
ums may be set down as zero, but the 
cost goes on the ledger under ad- 
vertising. 

Picnic and dance programs—got- 
ten out by organizations that are in 
a position to use blackjack methods 
to compel a favorable response to 
their demands. It is all called “ad- 
vertising.” 

Propaganda—where space is sold 
for the alleged purpose of promot- 
ing a “movement” designed to make 
us all good Americans or to defeat 
the menace of bolshevism or some- 
thing else. Perhaps it’s all right, 
but it’s not advertising. 

Programs and books for fraudu- 
lent organizations—sometimes the 
organization exists only in the mind 
of the solicitor. 

These are but a few of the many 
schemes that make unsightly nicks 
in advertising appropriations, and 
that unfortunately lead to a wrong 
conception of legitimate advertis- 
ing which, unquestionably, is one 
of the greatest economic forces in 
present-day business. 

In another article we shall en- 
deavor to point out ways of recog- 
nizing the unworthy advertising 
schemes, and the methods of re- 
sisting them which have proved ef- 
ficacious. 


Leather and Lamps 


SALEM, MAss.—F rank A. Poor has 
become treasurer of the Tidewater 
Leather Co., makers of patent leath- 
er. He is head of the Hygrade Lamp 
Co. 
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CHANGES IN BUSINESS 


SANTA ANA, CAL.—Beissel, Newcomb 
& Schilling, shoes, succeeded by Beissel 
& Schilling. 

HARTFORD, CONN.—Jainchell & Spec- 
tor (116 State St.), shoes, etc., suc- 
ceeded by ae & ee 

SAVANNAH, terling Shoe 
Stores (116 tin on St.), shoes, in- 


corporated, 

CHiIcaGo, ILL.—Kaplan & Levine 
(1460 W. Chicago Ave.), shoes, suc- 
ceeded by Levine Bros. 

Harvey W. Rapp (4052 W. North 
Ave.), shoes and repairing, reported 

going out of business. 

PEKIN, ILL.—Sandler Shoe Co., shoes, 
etc., succedeed by B. & H. Shoe Co. 

Fort WAYNE, IND.—Morris Meyer & 
Sons Co. (Morris Meyer), shoes, etc., 
reported closing out business. 

East CuHicaGo, IND.—Marcus & 


Kiempner, shoes, etc,, succeeded by 
Sam Marcus. 
Gary, IND.— William Share (548 
pee shoes, etc., reported sold 
ut. 


CHARLES CiTy, Iowa.— Paul Reetz, 
shoes, reported sold out to W. M. 
S« hmidt. 

MaNsON, Iowa.—J. P. Johnson, 
shoes, ete., reported selling or sold out. 

HAVERHILL, .MASs.—Madian Shoe Co., 
Inc., shoe manufacturers, capital stock 
increased by $15,000. 

Quality Shoe Co., Inc., shoe manufac- 
turers, name changed to Cote Shoe Co. 

Nichoils & Gilpin, cut sole manufac- 
turers, reported liquidating. 

SALEM, Mass.— Tidewater Leather 

. (Geo. H. Capen, pres.), tanners, 
retires. 

WoRCESTER, Mass.—C. Avadanian, 
Inc., shoes, etc., incorporated with au- 
thorized capital of $40,000. 

Hupson, Mass. — Firestone-Apsley 
Rubber Co., manufacturers, repo 
name changed to Firestone Footwear 
Co. 

LYNN, Mass.—Houghton-Moses Co., 
Inc., sole and heel manufacturers, 
name changed to Houghton & Co., Inc. 

St. Paut, Minn.—Hyman D. Gold- 
berg (98 E. Fifth St.) (and branch, 
Minneapolis, Minn.), shoes, etc., busi- 
ness at 93 E. Fifth St., St. Paul, to be 
taken over by J. H. Goldberg on Sep- 
tember 1. 

BROOKLYN, N. Y.— Herman Perlo- 
witz (311 Utica Ave.), shoes, discon- 
tinued trade style of Utica Bootery; 
now using style of Utica Juvenile Shop. 

David H. Berkowitz (4701 Thir- 
teenth Ave.), shoes, reported selling or 
sold out. 

Hauser & Ainsman (636 Washington 
Ave.), shoes, dissolved partnership; 
succeeded by David Ainsman. 

Israel Rubinstein (59 Sutter Ave.), 
shoes, reported selling or sold out. 

MAMARONECK, N. Y.—Antonio Corte, 
shoes, etc., succeeded by Anita Burrell. 

ROCHESTER, N. Y.—Hyman Bros., 
shoe manufacturers, arte ss by Tiny 
Tot Shoe Co., Inc. 

Witson, N. Y.—L. W. Smith, shoes, 
coe by L. W. Smith & Bro. .» New 

York City. 

Maria Quinto -— Edison Ave.), 
shoes, reported sold out. 


ALLEN SHOE Co., INC., shoes, etc., in- 
corporated with authorized capital of 
$10,000. 

Boselli, Inc., shoes, etc., incorporated 
with authorized capital of $10,000. 

Rourke Shoe Co., Inc. (160 Duane 
St.), wholesale shoes, reported liquidat- 
ing 

Escemonn Hint, N. Y.—Frank Roc- 
co, shoes, etc., removed to Brooklyn. 

MADDOCK, N. D.— Model Clothing 
Store, shoes, etc., incorporated with 
authorized capital of $25,000. 

CINCINNATI, OHIO. — Frankel Shoe 
Co., wholesale shoes, incorporated with 
authorized capital of $10,000. 

HAMILTON, OHIO.—A. J. Sachs, 
shoes, etc., succeeded by John A. Neff. 

WILKINSBURG, Pa.—Heck Bros., Inc., 
shoes, etc., consolidated with J. D. 
Flude Co., "Inc. 

WILLIAMSPORT, Pa. —Jaffe’s Men’s 
Store, Inc., shoes, etc., reported sold 
out. 

DALLAS, Tex.—Sanger Bros., Inc., 
wholesale and retail shoes, etc., re- 

orted succeeded by Chester L. Jones 

tores, Inc. 

ELecTRA, TEX.—Thomas-Slaton & 
Brush, shoes, etc., incorporated with 
——_ capital of $20,000. 

NEWCASTLE, Tex.—Thomas-Burris & 
Collins, shoes, etc., incorporated with 
authorized capital of $20,000. 

ABERDEEN, WASH.— Pody & Rosen- 
garten, shoes, etc., 
Charles Rosengarten. 

SPOKANE, WASH.—Tomlinson’s, Inc., 
shoes, etc., name changed to Moser 
Bros., Inc. 


succeeded by 


Business Reverses 


LiTTLE Rock, ARK. — Saifer’s. Boot- 
ery, Inc., shoes, reported assigned 

Los oy CaL.—Harry.A. Strom- 
berg (4303 S. Vermont Ave.), shoes, 
etc., reported assigned. 

Norwalk, CoNN.—Wm. T. O’Brien 
(Wall St. Shoe Store), shoes, reported 
petitioned into bankruptcy. 

OKEECHOBEE, FLA.—J. W. Wengrow, 
shoes, etc., reported meeting of cred- 
itors was scheduled for August 19, last. 

CuicaGo, Inu.—I. J. Ginsburg (6928 
S. Halstead St.), am reported peti- 
tioned into bankruptc 

Albert Mitgang the Cottage Grove 
Ave.), shoes, ete., reported petitioned 
into bankruptcy. 

Gary, IND.— Charles Cohen, shoes, 
reported petitioned into bankruptcy. 

GLOUCESTER, Mass.— Ford & Wass, 
shoes, reported assigned. 

BERRIEN SPRINGS, MicH.—T. H. Mc- 
Nally, shoes, etc., reported petitioned 
into bankruptcy. 

INTERNATIONAL FALLS, MINN.—H. J. 
Brody, shoes, etc., reported closed by 
sheriff or execution. 

‘CLARKSDALE, Miss.—A. Rogan, Ro- 
gan’s Boot Shop, shoes, reported peti- 
tioned into bankru 4 

HAMMONTON, N. J.—Bellevue Stores 

reported petitioned into 


N. J.—Alvin Ruderman 
(148 Mulberry St.), leather and find- 
ings, reported etitioned into bank- 
ruptcy; repo receiver appointed. 
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Forest Hitts, N. Y.— Forest Hills 
Bootery, Inc., shoes, reported peti- 
tioned into bankruptcy. 

_ HERKIMER, N. Y.—Louis S. A. Phil- 
lipson, shoes, etc., reported offering to 
compromise at 25 per cent. 

New York Ciry.— Biagio Cortese 
(160 W. 100th St.), leather and _find- 
ings, reported petitioned into bank- 
i 2 7 Reported receiver appointed. 

‘.  Jednen Co., Inc. (110-116 Nas- 
sau St.), wholesale leather, reported 
Percy Michelbacher and Frederick 
Whiton appointed receivers. 

PHILLIPSBURG, Pa.—John S. Ed- 
wards, shoes, reported petitioned into 
bankruptcy. 

SCRANTON, Pa.— Hagen & Wagner 
Co., Ine. (Wash. Ave.), shoes, etc., re- 
ported petitioned into bankruptcy. 

FAIRMOUNT, W. VA.—Louis Troynar, 
shoes, etc., reported petitioned into 


bankruptcy. 

MORGANTOWN, W. Va.—E. Schiff, 
shoes, etc., reported petitioned into 
bankruptcy. 

RACINE, Wis.—Harry Lebow, shoes, 


reported assigned. 


The Burdett Flapper 


LYNN.—The Burdett Shoe Co. in 
response to requests from customers, 
has established a trade mark for its 
shoes for growing girls. 

This trade mark consists of a pic- 
ture of a modern bobbed hair flap- 
per, of the type that wears Burdett 
shoes. The picture is enclosed in a 
frame, and the name Burdett is be- 
neath it. 

This trade mark is embossed on 
the heel pad of the right shoe, while 
the name of the retail merchant is 
embossed on the heel pad of the left 
shoe. 


A New Shoe Shop 


BosToN.—Dorart’s Shoe Salon, to 
occupy a space of about 60 feet deep 
and 12 feet wide, is soon to open at 
168 Tremont Street. The space oc- 
cupied by this store is one of the 
most expensive in this city. Wom- 
en’s style shoes from $8.00 to $10.00 
will be featured. 


Becker Store Remodeled 


DETROIT—The Becker Shoe Store, 
209 Gratiot Street, has been remod- 
eled to give more shelf room. The 
old white and splashy red cartons 
have been replaced with a modest 
gray that gives the establishment a 
more refined appearance. 


Heels in a Custom House 


NEWBURYPORT, MAsSS.—Wood heels 
are now made in the old U. S. cus- 
tom house here, by the Custom Wood 
Heel Co. The government aban- 
doned the building some time ago. 
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Classified and Opportunities Department 


RATES AND OTHER INFORMATION 


Copy must be received at the Boot and Shoe Recorder, 207 South Street, Boston, Mass., 
on Monday of the week of publication in order that advertisements be published same week. 
Otherwise insertion will be put over to the following week’s issue. 


POSITIONS WANTED 
4c per word. i 
LINES WANTED 


4c per word. Minimum Charge 75c. 


ALL OTHERS 


7c per word. Minimum Charge $1.25 


ALL DISPLAY SPACE 


Minimum Charge 75c. 


Five dollars per inch. Allow 45 words to an inch 





When advertisers desire answers to come in our care 
twelve words must be allowed for address. When ad- 
vertisers desire replies forwarded direct to their address, 
each word of their address must be counted in the ad- 
vertisement and paid for accordingly. 


Payment in advance is required, except when regular 
advertisers, as amounts are too small to open accounts. 









































SALESMEN WANTED 





SALESMEN WANTED 


SALESMEN WANTED 




















SALESMEN WANTED 





A SALESMAN 


Capable of Earning $7500 
Yearly 


One who is experienced in each of the 
territories in the column to your right. 
He must have established territory and 
help us keep on growing. 


The man who makes good on this job 
probably will not stop at $7500 or any- 
thing like it. As he helps us grow he 
will grow with us. We'd like him to be 
fairly young, but not too young, enthu- 
siastic and certainly energetic because 
our concern though established 27 years 
and prosperous is managed by young 
men who are “on their toes” every 
minute. 


Our line consists of Ladies’ clever styles 
in two grades $2.65 and $3.35 (with spe- 
cials at $2.35). It is not nationally ad- 
vertised but is manufactured at low labor 
cost and we make prices talk. This per- 
mits selling both large and small accounts 
and the man selected should know both 
in his territory. 


It is a real opportunity but only for a 
real man. Write us frankly, in confi- 
dence, and if you really feel you can 
qualify submit references so that we can 
reach a decision after reading your first 
letter. Address 


C-307, c/o Boot & Shoe Recorder 
189 West Madison St., Chicago, IIl. 








Territories 
Alabama 
Arkansas 
California 
Florida 
Georgia 
Illinois 
Kansas 
Mississippi 
Montana 
New York 
North and South 


Carolina 
Oklahoma 
Tennessee 
Texas 


West Virginia 











SALESMEN WANTED 


with established territories to sell 
complete line ladies’ medium priced 
snappy novelties. Carried in stock. 
Strictly commission basis. Lib 
eral terms. Must be a producer. 
States open, Georgia, Kentucky, 
Arizona, New Mexico, Michigan, 
Wisconsin, North Dakota, South 
Dakota. 

Address C-244, care Boot and 


Shoe Recorder, 207 South Street, 
Boston, Mass. 














Merchants Shoe Co. 


offer a real opportunity to a real sales- 
man with a following in Central New 
York State and Pennsylvania, to sell 
their line of women’s smart in-stock $5 
and $6 sellers. An established trade in 
part of this territory is offered to a man 
who can measure up to our requirements. 
Apply, with full details of your experi- 
ence, together with references. (A few 
other good territories are also open.) 


MERCHANTS SHOE CO. 
57 Lincoln St., Boston, Mass. 









































TERRITORY OPEN 


Pennsylvania and western New York for 
business man salesman who can prove 
ability. Give sales for past 3 seasons of 


6 months each. Tell us about yourself ing 1 

confidentially. The Bradford Shoe Co., must accompany ert otherwise will not 

Columbus, Sito. be considered. U-STILES, INC., 
Washington Ave., St. Louis, Mo. 








W 


to represent us in 


ANTED—Salesmen with established trade 





rkansas, Iowa, Louis- 
iana, Illinois, North and South Dakota. Line 
consists of fast selling women’s novelty McKays 
priced at $3.35 to $4.50. 
and wonderful proposition for men of proven 
ability who are willing to work. References 


Liberal commissions 








Live salesmen wanted, with estab- . 
lished trade, to carry as side line all or 
part of young ladies’, misses’ and chil- 
dren’s novelties, in stock shoes, Chicago. 
7% straight commission. References re- 
quired. We have the following territories 
open: 








Arkansas Missouri 
California Montana 
Idaho Nebraska 
Illinois (exclusive 

oO and 

and suburbs) So. Dakota 
ndiana Oregon 
Kansas Tennessee 
Kentucky Wash 
Louisiana West Virginia 

roit Iowa 
No. Michigan Northern Ohio 
Minnesota No, W: in 
Address C-262, e/e Boot & Shee Recorder, 

207 South Street, Boston, Mass. 





SALESMEN WANTED to sell side line al! 
leather first steps 1/5 and _ stitchdowns 
2/11; novelty, popular-priced quality shoes, all 
in stock, 7 per cent commission. MAIZE 
aap | eae. 420 St. Paul St., Roches- 
ter, . ° 





ALESMAN to carry nationally known line 

of Turn Boudoirs (leather soles) in leathers 
and satins and soft and hard toe ballet slippers. 
Address C-285, care Boot and Shoe Recorder, 
207 South St., Boston, Mass. 
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SALESMEN WANTED SALESMEN WANTED LINE WANTED 


= SALESMEN WANTED One of the best known shoe sales- 


: ; . men in the United States having a 
For one of the best known lines of boys’ and girls’ popular priced, in-stock shoes. Will wide merchant acquaintance ae 
ay expenses and commission or equitable drawing account. Our proposition is a steady q L . 
money-maker for the right salesmen who will work. We have territories open for men who has covered territory from 
resident in the following states: New York to Tennessee, is avail- 
ALABAMA KENTUCKY CSL AROMA able for a line of women’s good 
MARYLAND PENNSYLVANIA grade footwear. . 
CALIFORNIA (District of Columbia) (Scranton District only) His past performance promises a 
COLORADO pee ae ae good volume of business with a 
IELINOTS MISSISSIPPI UTAH ' house having dependable merchan- 
INDIANA MISSOURI WASHINGTON STATE dise. He is available September 
IOWA MONTANA wee hrst 
KANSAS a —_ Athen 6008, ‘ 
it d, for how long, annual sales past two years, whose line c/o Boot oe Recorder 
in ee “a b ried, ous one references. Address C-297, care Boot & Shoe 207 South Street, Boston, Mass. 
Recorder, 207 South Street, Boston, Mass. 





























T HiRTY year old Shoe Salesman wants 
fast line women novelties, popular price 


for California. Prefer in-stock proposition. 
ESMEN Address C-304, care Boot and Shoe Recorder, 
207 South St., Boston, Mass. 


ANTED li f ladies’ 1 : s 
MEMPHIS NASHVILLE Wr teen as c, aites novdty shoes t 


haw i a 3 . 
NEW ORLEANS DALLAS py ey By 
207 South St., Boston, Mass. 





Old established well rated Mfr. desires salesmen with estab- 
lished trade in each of the above city territories. Complete in POSITION WANTED 
stock line of Ladies’ McKays at $2.35. No objection to non- 
conflicting side line. Write confidentially including references. POSITION yanted by a shoeman, fair sales. 
Address C-300, care Boot & Shoe Recorder, 189 W. Madison St., Wast geod entiiglion. "tus aun Gone 


‘ September 7. Address C-296, care Boot and 
Chicago, Ill. Shoe Recorder, 207 South St., Boston, Mass. 

















SALESMAN and Factory Executive familiar 
~ with volume trade in Central States would 
like to hear from some reputable concern in- 


terested in a combination man. Address C-295, 
SALESMEN WANTED care Boot and Shoe Recorder, 207 South St., 


Boston, Mass. 








A manufacturer of a line of Men’s Snappy Medium Priced Dress Welts has nnciniek amie, eae : 

se Sain s T =D — Capable merchan- 

the following territories open for representation: diser and manager with twelve years’ ex- 

perience in ladies and children shoes, open 

Arizona = mae ea for position in either exclusive shoe store or 

Connecticat a East Pennsylvania department. Volume builder with turnovers 

Rhode Island Missour ~~ eat showing net profits. Knows market and mak- 

North Dakota Montana Washington ing of shoes, system, and advertising. Best of 

South Dakota ay a Hampshire Virginia references from present and past employers. 
Idaho 


r Present employer is liquidating the store. I 
Kentucky New Jersey East North Carolina am now manager of, to go in manufacturing 


" ‘ — sos . shoe business. I can report for duty at once. 
Good opportunity for right parties. Strictly a commission proposition. Write Address C-306, care Boot and Shoe Recorder, 


for further particulars. Address C-301, care Boot & Shoe Recorder, 207 South 207 South St., Boston, Mass. 


r oston, Mass. 
pe cg FOR SALE 


























experienced, high wered road ALESMEN WANTED—Real producers in 
fart pe ie a Calf skin Welts for the following territories: Washington and FOR SALE 
men. Sixteen hot numbers in stock to retail Oregon, Montana, Idaho, Wyoming, Utah, Colo- 
t $5 Fancy Linings and Laces, Rosette Eye- rado, North and South Dakota, Arkansas and Stock of Shoes, consisting of Ladies’, Men’s, 
lets ” Hew Dlage College Wallops We want Lameenn, See, Indiana, Ohio, Eastern Penn- Boys’ and Children’s shoes. Also fixtures. 
’ e . — 


: i itor- l mtucky, Western Tennessee, Missis- Inventory about $4,000. Nothing over 5 
men with ~ pep = — Se Soe eee aeok, Lom ome, Nebraska, Missouri and months old. Going om, of business me 
wad ons Geek aie. poeren ne MAULDIN New York. a a of one of = Store ‘teastol’ nat to Woolworth’s — , 
ae : - Idest lines of work shoes, dress oxfords a e vs - 
SHOE CO., St. Louis, Mo. dress shoes—a real QUALITY line; big com- EDWARDS SHOE STORE 
missions paid to the right man; established terri- Goldsboro, N. C. 

R SALESMAN tory; only live wives = a a Tor 
UBBER FOOTWEA care Boot and Shoe Recorder, - Madison OR SALE—Profitable shoe business, estab- 
. FOR NEW Loomer doen * Saag Must be a St., Chicago, Ill. lished four years, in Toledo, Ohio. Doing 
high ote Fm gpm oS ee. $45,000 eonueliy. momeal $125 mouttly. bee 
man who “ d ifice. Address C-305, care Boot an oe 
a Pi _ Oo a Ry Fane aNTED—4 seperenmnaions Soy Seenastueste Roseeder, 207 South St., Boston, Mass. 
—John E. ‘ : to sell a line of men 
Rubber Shoe Company, Malden, Mass. trade on commission. Well known line of shoes, 
young men’s styles, thorough quality. Address 


4 C-252, care Boot and Shoe Recorder, 207 South HELP WANTED 
ANTED—Resident.. salesmen in all terri- 


W ; t ted 4 St., Boston, Mass. 
ies f ine of ladies’ an 
children's novelty house’ slippers. Send refer- . : , WANTED—Foreman and pattern maker for 
ences, territory and t of busi done ARE you interested in an up-to-date line of Cutting Room for a factory making Men’s 
in the past two years in first letter, Fit-Rite Children’s and Misses’ Turn Shoes? Spler- and Women’s Medium Grade McKays and 
Footwear Co., 605 Broadway, New York, N. Y. did opportunity for high grade shoe salesman. Goodyear Welts. Give experience, references 
References with application. Address C-243, and salary expected. Address C-303, care 
care Boot and Shoe Recorder, 207 South St., Boot and Shoe Recorder, 207 South St., 
QPPORTUNITY for a number of live wire Boston, Mass. Boston, Mass. 
salesmen to sell on a comenterion a 
nationally known fon-competitive line of Men’s ts 
Stesamae Comfort and Novelties. References WANTED commission shoe salesmen, par- Use Rec — ‘an 
required. Territories available—Ohio, Indiana, ticularly those who use autos in calling on > pany asx 7 = = 
Iowa, Arkansas, Louisiana, Lema retailers, to handle an item of necessity for man: _ aim sen. Weite 
Montana, New York State, Oregon, Idaho, every shoe store. Address C-298, care Boot — order ‘oemeee 
Colorado, Address C-275, care Boot and Shoe and Shoe Recorder, 189 W. Madison St., your problems 
Recorder, 207 South St., Boston, Mass. Chicago, II. 
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FOR RENT 


MISCELLANEOUS 



































¢ ¢ 
— ~~ 
: FOR RENT : 
+ Light, Commodious Office es 
= for One or Two Lines * 
° we 
+ A modern office and salesroom, handily located in center of New York City r 4 
= shoe business. An unusual opportunity for one line or two competing lines. * 
a = 
¢ C-292, Care Boot and Shoe Recorder - 
¢ 239 West 39th Street, 9th Floor, New York, N. Y. = 
+ 3 
NEWARK, N. J.—218-220 Springfield Ave., 
32x72, shoe house, past 15 years; best loca- MISCELLANEOUS 


tion; rent reasonable; long lease. L. Bliwise, 
above address; telephone Mulberry 2816. 








FOR LEASE 








NE of Utah’s best stores will lease shoe 

department to responsible lessee. Depart- 
ment now doing $40,000. Splendid equipment. 
Address C-294, care Boot and Shoe Recorder, 
207 South St., Boston, Mas. 








WANTED TO PURCHASE 





WouLp like to buy established retail shoe 
store doing fair business within 25 miles 
of Boston. Address C-299, care Boot and 
Shoe Recorder, 207 South St., Boston, Mass. 


CASH PAID 


for shoe stores or surplus stocks of 
shoes or for other merchandise. Leases 
taken over. We will send a repre- 
sentative to investigate and make 
offer upon request. 


Kalter Cerf. Mercantile Co., Inc. 


591. Broadway, New York City 
Phone Canal 6940-6941-6942-6943 














Sell Us Your Left Over 


New York Export Purcnasinc Corp. 
596 Broadway, N. Y. City 


Or Entire Stock for Cash 








HIGHEST CASH PRICES PAID 
for entire shoe stocks. We also buy 
your surplus or slow sellers. juantities 
no object. Retail or wholesale. Short 
term leases en off your hands. 
Wire or phone us. —erreapencence 
confidential. Bstablished 1890. 

MAX GLAUBERG 
436 Grand Street, New York City 
We also purchase clothing, hats, fur- 
nishing goods, etc. Dry Dock 0352 








CASH PAID 


KIRSCH-BLACHER CO., Inc. 
622-624 Broadway, New Yerk, N. Y. 
Phone Spring 1443 











are in keeping with 
the most luxurious 
shoe store appoint- 
ments. The con- 
sulting service of 
our experts is free. 





Baltimore, Maryland Los Angeles, Calif. 


Boston 45, Mass. New York, N. Y. 

Buffalo, N. Y. 

Chicago, Illinois Portland, Oregon 

Kansas City, Me. 5 
St. Louis, Missouri 








MISCELLANEOUS 











BUCKLES. ‘NOVELTY MATERIALS 
BROCADES 


For the most 
Exclusive 
Custom 


“AIGLON” 
Shoe Trees 
Patented 


Genuine 
Lizard 


GOLD and siLVER KID SH 
renewed by AIGLON SHOE ona? 
50c. a 


8. POR’ 
G1 West 50th St. - = 















York 

















Metal Shoe Fitting Stools 
abies 







Ne. 141 


me THE CHICAGO 
swims WIRE CHAIR CO. 


621 N. La Selle Street, Chicage, Ill. 












ESTABLISHED 1890 


LABEL 
SHOE CARTONS 


EXCLUSIVE BUT NOT EXPENSIVE 
SAMPLES UPON REQUEST 


C. MEYER Co. 
s LT Ww wer ie aes 
263-271 LEXINCTON AVE , BRGDKLYN. NY. 


AMERICA’S CREATEST 
SHOE CARTON & LABEL MFCS 











Milbradt 
Ladders 


made for 40 years 
by the origina] in- 
ventors. 
Made in all styles 
to suit any shelving 
condition. 


Get our price before 
placing your order 


Milbradt 
Manufacturing Co. 
2416 No. 10th Street 
ST. LOUIS, MO. 


















Shoe Carton 
Labels - 


2. 













BOO B04 904-900 90% 904 90% 90% 90% 90% 264 90% 90% 904 3042-204. 
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ols WINDOW 
~ DISPLAY 


FIXTURES 
Made by 


Segall & Sons 
933 Arch St. 
PHILADELPHIA 

Are Business Getters 
Send for Catalog and Prices 





o 





ad 











Ground Gripper Outing 


BostoN—Ground Gripper Shoe 
Co. employees and officials to the 
number of more than 200 held their 
second annual outing at “Fieldston 
on the Atlantic,” Marshfield, Mass., 
Aug. 11. The trip was made in 35 
motor cars and five large buses, 
decorated with signs reading 
“Ground Gripper Annual Outing.” 
The entire plant was closed for the 
day. A fine program of sports was 
held, and in the afternoon dancing 
took place. Special prizes were given 
in the elimination dancing contests, 
which gave added interest to this 
feature. 

John M. Kleek was chairman of 
the day and was assisted by the fol- 


“ lowing: C. B. Field, vice-president 
of the company; E. L. Kimball, 
es treasurer; Charles Kappa, Frank 
1s Crawford, John Grant, Samuel 
Strong, L. E. Moody, William 


O’Brien, Della MacLaughlin, Joseph 
Murphy, Mrs, Mildred Ladd, Flor- 
4 ence Stratton, Juliette Weren and 
q Mrs. Ordway. 








Drinkwaters Return from 
Europe 

East WEYMOUTH, Mass.—Horace 
R. Drinkwater, treasurer of Edwin 
Clapp & Son, Inc., with Mrs. Drink- 
water, their daughter Eleanor and 
son Davis, recently returned from a 
European trip. Mr. and Mrs. 
Drinkwater and Davis sailed from 
New York early in June and were 
met in Lausanne, Switzerland, by 
Miss Eleanor, who has been study- 
ing there during the past year. 
While this trip was primarily one 
of pleasure, Mr. Drinkwater visited 
the Edwin Clapp agencies on the 
Continent and the British Isles. 





Make Shoe Section Larger 


Los ANGELES—Silverwood’s, men’s 
and boys’ store, has been forced to 
enlarge its men’s shoe department 
one-third to take care of autumn and 
winter business, according to Tyler 
B. Shaw executive of the concern. A 
junior shoe department is also being 
installed in the boys’ section on the 
fourth floor. Silverwood’s opened 
its shoe department about five 
months ago, featuring Selz and 
Bannister shoes, and the department 
has done exceptionally well from the 
first, Mr. Shaw says. Freedom Olsen, 
who has been in charge of the men’s 
shoe department, will also manage 
the boys’ shoe section. 


Inaugurating the Fall Season 


NEw YorK—With August heat 
still boring in on New York, the 
local Feltman & Curme store on 
Broadway at Forty-first Street gave 
a touch of fall to its store by pasting 
reproductions of footballs on the 
outside of its show windows, with 
labels bearing the inscription, “The 
New Fall Styles are Here.” 
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William Bernstein Dead 

NEw YoRK—William Bernstein, 
one of the best known of New York’s 
retail shoe merchants and a pioneer 
in the “short vamp” field, died sud- 
denly of heart trouble on Monday, 
Aug. 16. His death was unexpected 
and was a great shock to his family 
and his many friends. 

Mr. Bernstein, who was 63 years 
old, was born in New York and for 
the last 35 years has been a figure 
in the shoe trade here. For the last 
15 years he has maintained a store 
at 6 West Thirty-seventh Street and 
lately a branch at Forty-ninth Street 
and Fifth Avenue. 

He was active in civic affairs and 
devoted much time to the work of 
the Fifth Avenue Association, of 
which he was a member. His high 
ideals, integrity, honesty and gen- 
erosity won for him a high place in 
the esteem of his fellow men. 

Surviving him are his wife and 
two sons, Henry and Max, both of 
whom were associated with their 
father in the shoe business. 





Johnson & Ulrich 
Incorporate 


APPLETON, WIs.—Articles of in- 
corporation have been filed by 
Johnson & Ulrich, Inc., of this city, 
which will carry on shoe repair work 
in addition to operating a general 
retail merchandise business. The 
business has been capitalized at 75 
shares of $100 each, and the signers 
of the incorporation papers are 
Andrew J. Johnson, Anne Johnson 
and Carl A. Ulrich. 





A Shoe for Bridge 


LYNN — Sterr & Moody, pattern 
makers, have designed a shoe for 
bridge whist players. It is an ox- 
ford, appliqued with spades, hearts, 
diamonds and clubs. 








Send for illus- 
trated Price 
List. 







Terme 5/10— 
Net 30 






(no heel) $1 
(rubber heel) $2. 





IN-STOCK 


No. 1981 Patent Flexible Welt Blucher, Leather 
Counter, wh ee Lining, Full Chrome Soles. 2%-5 
- 554-6 (spring heel) $1.75; 8%-11 











Specialists in 

Children’s 

Shoes for 20 
years. 


TASSEL LACES ART SILK 


No. 103. 5-16 Inch Tubular 
Doz. Pr. Gro. Laces 


Mae r~ $6.80 
Oe” ncve BERG sb 7.80 
| ee < Se 
No. 107. Wide Flat. 
Prices as above. 


Solid Colors or Plaid Effects 
Write for Color Chart 





No. 1982—Smoked WILO. 
No. 1980—Tan Calf. 


DR. KELLOGG SHOE CO., LYNN, MASS. 
587 Washington Street 
(Salesmen: Certain choice territories are open) 


[Foreeressereeseeremeteesresreregreieeerareorear 








LINCOLN STORE SUPPLIES COMPANY 
1508 Washington Ave., ST. LOUIS. MO. 
Leaders in Novelty Findings 
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Tits illustration proves that the ordinary methods of 
attaching wood heels is unsatisfactory. The victim might 
escape serious injury, but you cannot escape. You have lost 
a customer. Why do you permit such occurrences when 
you can easily remedy this evil—by specifying ALPHA 
Woop Hee: Screws? 


Women expect not only style and comfort in their foot- 

Farsighted retailers forestall vain wear, but also security. They are not familiar with the 

ye a ees Soe oer of shoe’s construction, but they have confidence in you. A 
LPHAWoOoD HEEL Screws by the ° 

manafallerer. Ae important Hels loose heel will destroy that confidence. For your own pro- 

detail that will safeguard your tection, as well as that of your customer, insist upon the 

customer and help create goodwill use of ALPHA Woop Hee Screws in all your shoes. 
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United Shoe Machinery Corporation 


BOSTON, MASSACHUSETTS 
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When writing to advertisers please mention Boot ann SHoe Recornre 
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Not only None better 
but None so good! 






RECORDE 
* STOCK RECORD Systex 









5 


$4.50 Complete Mailed to Your Store 


A real shoe stock record keeping book that Gives you an almost daily inventory of your 
does all that a stock record ought to do. stock at cost or at retail prices. 

Tells you instantly the condition of your 
Keeps “tabs” on your buying and a real record stock, sizes and width and patterns. Easy to 
of what you are selling and what isn’t selling. keep up. 


SEND YOUR CHECK TODAY 
Mailed anywhere on receipt of $4.50 to cover book and postage. 


WESTERN SERVICE DEPARTMENT 
BOOT AND SHOE RECORDER 189 WEST MADISON STREET, CHICAGO, ILL. 











When writing to advertisers please mention Boot ann SHOE RECORDER 
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